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“Guessing at light is a costly thing — 
It leads to nothing but trouble! 


Carefully planned display illumination based on actual ex- 
perience and produced by fixtures of known merit, is the 
cheapest light you can buy. Guessing at light results leads 
to nothing but trouble and expense. For over seventy years 
Frink engineers have studied light as applied to the display 
of merchandise. The result is expressed in the modern, 
economical, flexible equipment—Silverlite, Multilite and Spot- 
O-Flod. They completely eliminate guess. Consult your dealer 
or write us direct—The Frink Corporation, 375 Lexington 
Avenue, New York City. 


Branches in Principal Cities 
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SILVERLITE 


An all metal reflector susceptible to MULTILITE t 

adjustment for three different sized A continuous reflector using units built on the SPOT-O-FLOD 
lamps. This adjustment is made in- Silverlite principle, adaptable to lamps of 60 to A combination spot and flood-light permit- 
stantly because of the collapsible 200 watt lamps. Multilite reflectors come in units ting of instant adjustment to any angle with- 
neck. No special holdersare required. of two to ten individual reflectors. They are out the use of tools. The beam is controlled 
The reflectors fit the standard 3% inch wired and ready to install, eliminating cost of from a spot of 24 inches to flood of ten feet 
holders used everywhere. Color individual outlets. The unit construction gives at a distance of ten feet. Color frame an 
screens can be attached,without extra far greater flexibility of light and color control screens come with.each unit and permit of 
pe me hooks, etc. Described in our and results in neater, more economical illumi- individual color pee oF flood of entire 
cir No. 77. nation. Described in our circular No. 79-B. window. Described in our circular No. 84. 


The FRINK Corporation 





| SUGGESTIVE OF: 


MODERN==== 
FASHIONABLE 
MERCHANDISE 


A new design of modern, metal fixtures for 
display, created for and presented originally at 
Bedell’s modernized “Cathedral of Fashion’ 
in New York. Exceptionally smart, moder 
and attractive, this new design, which is 
carried out in polished steel, combined with 
black glass and hammered brass, presents 
unusual opportunities for unit or ensemble 
display. 


The restrained simplicity of this design, the 
ever rich and effective combination of silver 
and black, and the relieving touch here and 
there of the hammered brass, combine to 
offer a truly modern and attractive design 
of metal fixtures for display. 








SEE THIS AND OTHER ATTRACTIVE MODERN DESIGNS AT 
THE |. A. D. M. CONVENTION BOOTH OR SHOWROOMS OF 


J. R. PALMENBEREG’S SONS. INC. 


FORMS. FIXTURES AND DISPLAY MANNEQUINS 
1412 BROADWAY AT 39TH STREET, NEW YORK 





Chicago Boston 
234 S. Franklin Street 26 Kingston Street 


San Francisco 
49 Fourth Street 
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IN THIS ISSUE 


Vacation time is just commencing 
and for the next two months will 
be the topic of most gripping in- 
terest to the buying public. Now 
is a time to sell luggage, sports 
wear, camping equipment and other 
accoutrements of the outdoors and 
travel. Quite properly the opening 
feature of the June DISPLAY 
WORLD is “Luggage Holds the 
Boards,” a recital of sound display 
schemes used successfully in the re- 
cent past to impress the masses 
with the virtues of travel acces- 
sories. 


Doctor J. E. Simons’ second con- 
tribution to the series that he is 
writing on color appears under the 
title of “Sound and Color Are Kin.” 
It is a.masterful analysis of the 
effect of color upon varying types 
of minds, and gives the displayman 
a better conception of the: methods 


. necessary to impress the rank and 


file with his window schemes. 


The vogue for metal backgrounds 
is covered by two outstanding di- 
gests of what is transpiring in ap- 
plication of metal to window usage. 
Frank D. Brown brings out the 
adaptability of plates for both back- 
grounds and displayers, and’ “The 
Metal Background Vogue” recounts 
the speed with which corrugated 
iron and tubing have captured the 
displayman’s fancy both here and 


- abroad. 


“Window Craft in Paris” is the 
third and concluding installment of 
George R. Russell’s comment on 
foreign displays as viewed during 
his recent trip abroad. 


“Winning With Store Events,” by 
Helen Walser, gives a glimpse at 
the showmanship now being de- 
veloped by the larger stores as a 
means of attracting an indifferent 
public. 


Paul R. Pearson contributes an- 
other of his schemes for crepe paper 
decoration, discussing the “column,” 
a plan of trim seldom employed. 
This unique arrangement is out- 
lined clearly and proved to be as 
easy for installation as its better 
known brethren. 


J. Duncan Williams and Coleman 
McCampbell analyze Chicago and 
New York windows in their char- 
acteristically brilliant style. 


Shoes, furniture, hardware and 
public utilities are covered in fea- 
ture stories reviewing the - latest 
displays in these fields. Men’s wear 
is given special attention. 
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DISPLAY WORLD 


PERFECTION 


in Figure, Line, Detail and Colouring 


tains 
units. 


SHOW WINDOW ART FIGURES 


Artistic, Life-like, >. Ya Washable, Durable, 


Attention Compelling, Superior to Wax. They 


Delicate in Detail and impress the shopper and 


Colouring 





sell frocks & dress material 


Schaufensterkunst G.m.b.H. 


4/5, Beuthstrasse, BERLIN, SW. 19. 
Agents Wanted for All Districts 
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OLIVER A. OLSON COMPANY 

Broadway at Seventy-ninth Street 

New York | : : 

Display World Service Bureau, Cincinnati, Ohio 
Dear Sir—Will you please inform me where I can pur- 
chase the following item. It is, I think, a corrugated sheet 
of thin brass in many finishes, either nickel, or brass, or 
bronze. -These sheets are thin enough to shape around any 
surface. I have seen these used as coverings for different 
shaped boxes. I will greatly appreciate whatever information 


eg dicing BERNIE D. SIDOROFF, 
Display Manager. 

ETALLIC sheets are having a great vogue just 
now despite few sources for material. The fol- 
lowing can be recommended: Displaymode Co., 425 
Fifth Avenue, New York City; Adler-Jones Co., 649 
South Wells Street, Chicago; Metal. Art Products 
Co., 4256 Diversey Avenue, Chicago, and Reynolds 


Metals Co., Louisville, Ky. 
xk * * 
J. B. RODGERS 
Consulting Advertising Manager 
511 Wabash Building 
Pittsburgh, Pa. 
DISPLAY WORLD, Cincinnati, Ohio. ; : 
We have a client interested in having window displays 
made in retail hardware stores throughout the United States. 
Can you put us in touch with any organization that may be 
able to furnish the window display material and also a crew of 
men to put in the windows? 
Any information that you may give us on this subject will 
be: appreciated.- Very truly yours, © 
J. B. RODGERS. 


[NSTALLERS of displays for national advertisers 

are numerous and are scattered all over the coun- 
try. Many manufacturers contract directly with them 
as a means of saving brokerage fees. When such a 
plan is adopted it is advisable to “know your service,” 
for there is a wide difference in business standards 
between the best and the worst. Each month DIS- | 
PLAY WORLD carries an “Honor Roll of Display 
Specialists” which lists a score of the outstanding in- 
stallers, while the “Display Service Directory” con- 
tains names of a larger number of equally meritorious 
units. 

When it is desirable to confide a campaign to a 
central distributing body it is possible to secure the 
assistance of a window display agency with associates 
in the principal cities. Such an organization is Win- 
dow Advertising, Inc., 300 Fourth Avenue, New 
York City. They are prepared to assist in the prepa- 


ration of display material. 
ae Se 


MOTOLOGUE ADVERTISING CORPORATION 
412 Graybar Building 
New York City 
Display Publishing Co., Cincinnati, Ohio. 

Can you tell us where the International Window Display 
Association is going to hold its annual convention; also the 
date and location? Yours very truly, 

T. GOODWIN, Sales Manager. 


THE PEP BOYS 
Philadelphia, Pa. 
May 16, 1929. 


The Display World Publishing Co., Cincinnati, Ohio. 
Gentlemen:—Would you be so kind as to furnish us with 
dates and other information relative to the coming convention 
of the I. A. D. M., which, we understand is to be held in the 
very near future in Chicago, Il. : 
Thanking you for your cooperation, we are, 
Very truly yours, 
The Pep Boys, Manny, Moe and Jack. 
JOSEPH T. WOLPERT, 
Advertising Department. 


"THE International Association of Display Men hold 
their annual convention this year at the Stevens 
Hotel, Chicago, from June 17 to 20, inclusive. This 
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will be their thirty-second annual meeting and is being 
planned to accommodate the largest body of visitors 
in the history of these gatherings. Complete infor- 
mation can be secured by addressing the association 
secretary, James W. Foley, 223 West Jackson Boule- 
vard, Chicago. 

* * * 


THE STATE SIGN COMPANY 
Cleveland, Ohio 
DISPLAY WORLD, Cincinnati, Ohio. 

Can you advise us where we can get solenoid movements 
to animate displays, solenoid flashers of small wattage, reducing 
heat units, and other devices to animate displays.. 

Thanking ‘you for your prompt attention, we are, 

Very truly yours, 
THE STATE SIGN COMPANY, 
By Ernest C. Roberts. 


SOLENOID flashers can be secured from the Gem 

Engineering Corporation, Hempstead, N. Y.; Betts 
& Betts Corporation, New York City; Phelps Electric 
Company, 29 South Clinton Street, Chicago, and 
General Appliance Corp., 55 W. Forty-second Street, 
New York City. Most of these firms manufacture 


thermal types which regulate heat. 
ee $e 


DISPLAY WORLD, Cincinnati, Ohio. 

I would like to know the names and addresses of several 
concerns that make printed window cards that are sold as a 
monthly service to retail stores, together with frames for them. 

While in the retail business some years ago I subscribed 
to such a service from a concern whose name, I think, was 
Kelly. am looking for such a line to sell on the road, and 
if you have the information and will give it to me I will be 
very grateful. Yours very truly, 

E. C..MATTOX. 


HOW card services are comparatively rare because 
the trend has been to specialization, rendering a 
prepared service somewhat cumbersome in coping 
with merchandising problems. However, the Stand- 
ard Show Card Service, Chicago, offers a very com- 


plete line for druggists and several other trades. 
* * ok 


Emporia, Kansas, May 14, 1929. 
“Display World,” Cincinnati, Ohio. 

I am a stenographer in a building and loan association here 
and I am trying my hand at making the show cards for our 
window, and I am looking for a magazine which will give me 
ideas for these posters. 

I note you are editor of DISPLAY WORLD. Will you 
kindly send me a copy of this magazine, and if it will be help- 
ful to me I will be glad to subscribe for it. 

Thanking you, I am, 

Yours very truly, 
(MISS) ZELLA CRACKELL, Box 614. 


UNDOUBTEDLY the DISPLAY WORLD can be 

put to good use in handling the display details of 
a building and loan association. The series of edi- 
torials on public utility displays which are now being 
carried offers a multitude of suggestions for the pos- 


ters and cards favored by the building associations. 
i ae 


MEYERS BROTHERS 
Springfield, Ill. 

The Display Publishing Co., Cincinnati, Ohio. 

Gentlemen:—Have you any dope on permanent display 
booths or buildings suitable for fair ground display adver- 
tising? 

Will appreciate any information you may be able to give. 

Yours very truly, 
MEYER BROS. 
I. F. KALB, Display Mer. 


OOTHS or buildings for permanent exhibits are 

fashioned upon the usual architectural lines. In 
every instance it is advisable to consult a builder after 
dimensions have been determined upon. A shed-like 
structure can be erected at small cost. 
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CUBELITE 
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Created a New Mode 
in Window Display 


DISPLAY unit so versatile in its 

application that it meets most 

admirably the window display 
needs of most every type of business, 
producing new and novel effects in the 
modern manner. 


The list of large department stores, spe- 
cialty shops, public utilities and national 
advertisers using CUBELITES for win- 
dow display purposes. includes the best 
known organizations in America. 


CUBELITES are now being used in 
the following ways: 


WINDOW DISPLAY 


Floors—Modern tile effects, magically illuminated 
from within; Ceilings—That will cast a_ clear, 
shadowless light on the display below; Back- 
grounds—Pure white effects, or marvelous combina- 
tions of colors, in motion if desired; Walis—To har- 
monize with the background motif and to assist in 
the achievement of unusual direct and indirect light- 
ing effects; Also—Pedestals, columns, platforms, 
staircases, archways, pyramids. Subtle new lighting 
effects—in conjunction with any type of merchandise 
or window, and in any display problem. 


INTERIOR DISPLAY 


Counter Display—Lettered with water color paints 
or with cut-out letters, which can be removed or 
changed at will; Department Indicators—That will 
harmonize with interior decorative scheme of store; 
Floor Show Case Displays—To secure unusual effects 
that will assist materially in increasing sales; Price 
Markers—On counters or tables, for every type of 
merchandise; Elevator Markers—Large enough to 
include department names on that floor, if desired; 
Interior Decoration—Pure, shadowless lights, geo- 
metric in shape, to harmonize perfectly with present- 
day decorative trends. 


OTHER USES: There are literally thousands of 
other uses for Cubelite that can be adapted to your 
specific problem. We should be glad to assist you 
at any time with suggestions as to how Cubelite can 
be made to serve you most effectively. 


trated 24- page booklet showin i 
how Cubelite is now being used |) 
by nationally known organiza- 
tions of every type. Write for 


Wew ¢ Beautifally illus 
your copy today! 














We are also manufacturers of DIAMOND 


FLASHER BUTTONS, which can be used 
advantageously with Cubelite and many 

other display fixtures. Full details will 
be sent on request. 
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GIGANTIC hat boxes serve as pedestals for the bonnets in M. H. Luber’s production at Killian’s, 
Cedar Rapids, Iowa, the display at the upper left. Opposite it is a recent fashioning by A. A. Matzer, 
The Lazarus Co., Columbus, Ohio, making use of illuminated glass heads and fluted metal pedestals. 


In the second row, the left illustration reveals a modernist setting featured by Carl Shank, acting dis- 
play manager for Stix, Baer & Fuller, St. Louis, Mo. Colorful displayers and a silver hanging distinguish 
it. At the right is a simple trim by V. F. McCollum, with plateaus covered in fabrics taken from old 
panels. It appeared at Chamberlin-Johnson-Dubose’s, Atlanta, Ga. 


Paul Hamlin, of Oransky’s, Des Moines, was the designer of the display at the lower left, using peach 
skin heads before a set piece of fabric covered columns. The right is a composition by Eugene Cowgill 
for Blach’s, Birmingham, and stresses the fitness of the featured felts for sports wear. 
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Timely Window Settings By H. H. Riegel 
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This is a comparatively 
simple setting executed 
on wallboard. The large 
panel is cut out of twe 
pieces of board of stand- 
ard width joined and 
taped to cover the seam. 
The whole is then painted 
in alight shade. The arch 
is bordered in a contrasi- 
ing color, while the deco- 
rative flowers are put m 
bright pigments. The two 
wings in front of the 
main panel and wallboard 
strips in still lighter tones 
than the principal unit 
and bear the indicated 
markings painted in moa- 
ernistic fashion. The 
semi-arcs at the base 
which relieve the center 
panel are in the same 
colors as the center. In 
front of the large panel 
are two small arcs done 
in contrasting colors. Sup- 
ports of wooden one by 
two inch strips serve as 
supports for the large 
pieces. 
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Here we have Mr. Rie- 
gel’s conception of a 
vacation display with 
strongly futuristic mark- 
ings. The easiest way to 
develop this design is to 
shape it into a pictorial 
background executed m 
oils or water color. With 
the exception - of the 
“buildings” at the left, 
the forms are stricily 
angular, and, if the dis- 
playman chooses to build 
them out of wallboard, 
can be cut out with little 
trouble, mounted on light 
wooden strips and set up 
against a suitable back- 
ground, In this event the 
indentures for windows 
should be covered with 
muslin and colored. A 
toy train completes the 
setting. 
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[ uggage “Holds the “Boards 


Winner of 
Fourth Prize 
in Group 4 
of the 
Fall Luggage 
Display 
Contest. 


HEN vacation nears, the issue of luggage be- 
comes important. If the trip is to the sea- 
shore the trunks and hand grips that are to 
go along must be just right or the gowns 

and sports apparel that milady picks with such great 
care will be much the worse for the wear. 
She is ready to think of luggage the moment that 


she settles upon her vacation objective provided the, 


retailer will give her the cue. It is not the primary 
subject before her ; it is merely a means to further the 
ease and comforts of her trip. She must be made to 


realize its importance while there is time to make. 


careful choice. Last minute buying works against 
selectivity and militates against quality merchandise. 

Going after vacation luggage business calls for the 
same planning and forethought given to promotion of 
apparel. It demands of the displayman the fashioning 
of human interest settings that bring out in clear and 
unmistakable manner the very close relation between 
adequate containers and a pleasant trip. It constrains 
him to pour out upon his designs the bounty of 
imagination that gives him success in openings and 
anniversary celebrations. 

The fall campaign conducted by the Trunk and 
Leather Goods Manufacturers of America last year 
did not revolve around vacation, of course, but the 
intimate relation between luggage and autumn trips 
to the south and to Europe was brought out in much 
the same manner. 

M. F. Hershey, winner of the top prize in Group 1, 
made the connection clear in a colorful setting that 
reproduced the train sheds of a metropolitan station 
with exacting faithfulness. On the observation plat- 
form of a crack transcontinental train sat a prepos- 
sessing matron, comfortably watching her daughter 
standing beside the party’s luggage on the depot floor. 





A Stocky 
But Sales 
Promoting 
Trim 
Installed for 
Lew Anderson, 
Ashland, Wis. 


The platform had been constructed with extreme care 
and defied criticism for oversight of important fea- 
tures.. The background carried out the idea thor- 
oughly, showing the steel columns supporting the 
vaulting roof in a long line retreating into the vista. 
A bulletin board on a side wall, cut-outs of swarthy 
“red caps” and flashing signals contributed to the 
realism of the scene. Louisville folk were gripped 
by the spectacle and gave utterance in town-wide 
tribute to the Stewart Dry Goods Company display 
staff. 

John Gray’s dynamic display for the Ransom Dry 
Goods Company, of Coshocton, Ohio, played up the 
idea of transoceanic travel with a huge background 
pictorial of an ocean liner. A pyramid of trunks on 
one side was given a modernistic touch by affixing 
to each trunk a letter which collectively spelled “lug- 
gage.” There were two smaller windows which 
brought out the significance of inland travel and 
exalted the importance of proper equipment through 
the pyramid device. 

W. R. Ashby brought the lure of the vacation into 
his contest entry picturing a flyer returning from the 
coast in a background of extraordinary strength. It 
was a direct antithesis of the Hershey composition. 
For the broad train sheds of the midwest with their 
vaulted roofs, the Salt Lake City decorator substituted 
the open-air platforms of the southwest and a pic- 
turesque station of Spanish architecture. The back- 
ground pictorial showed a throng of friends about the 
observation platform in affectionate goodbyes to the 
departing travelers. In the foreground a baggageman 
had halted his truck momentarily to watch a group 
of feminine tourists waiting leisurely for their train. 
Just in front of him was a young matron, seated on 
an upturned suitcase, in conversation with her young 
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One of a Group of Three Windows That Brought John Gray, Ransom Dry Goods Co., 
Coshocton, Ohio, First Prize in the Department Store Class 


daughter. A short distance away was another family 
group consisting of a mother and two young daugh- 
ters. Luggage piled at vantage points all the way 
across the window. A vital feature was a palm tree 
painted into the back drop just before the entrance 
to the station, a reminder to the viewer that only a 
few hours away from the frigidity of the Rockies lay 


the sunny coasts of California beckoning them to enjoy 
its balm of summer climes throughout the winter. 

At the Sixty-third Street store of Sears, Roebuck 
& Company in Chicago, Displayman T. E. Wingrove 


chose the recent arrival of the Graf Zeppelin as his 
theme and spanned his windows with a reproduction 
of the great dirigible. A diminutive bell hop in the 
foreground gave further expression to the travel 
sentiment. Piles of cases, at right and left, and flank- 
ing units of handbags about the base of the setpiece 
brought the merchandise element of the display into 
strong position. 

The lobby windows of Lew Anderson, Ashland, 
Wis., which won a leading prize in the contest, made 
excellent use of dealer helps to bring out the travel 











“Luggage an Accessory of Modern Travel” as Demonstrated by T. E. Wingrove, 
Sears, Roebuck & Company’s Sixty-third Street Store, Chicago 
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Balminess of the Southwest Is Brought Out in W. R. Ashby’s Prize Winning Trim for the Zion Mercantile Institute, 
Salt Lake City—The Palms and the Spanish Architecture Bespeak the Locality 


idea. Two artistic panels were employed, one facing 
the viewers on the sidewalk, the other those within 
the lobby. The cards that were placed here stressed 
both ocean and transcontinental journeying. 

In the American Shipping Board contest last sum- 
mer all entries perforce were built upon the theme of 
ocean travel. Luggage and apparel, blankets, steamer 
chairs, and many other requisites of the trip were 


exploited, but leather goods were unquestionably 


dominant. Some of the schemes developed were ex- 
traordinarily attractive, among them being the com- 
positions of Everett Quintrell and M. H. Luber. Quin- 
trell’s display for the Elder & Johnston Company, of 
Dayton, reproduced the Shipping Board poster in the 
background, an outline of the world appearing in the 
sky with an aeroplane above it smoke writing the 
name of the United States Shipping Board. 

Luber, the astute display manager for the Killian 
Company, of Cedar Rapids, Iowa, is a consistent 
prize winner and he was not a jot shy of his usual 
cunning in preparation of this entry. His background 
was a marine scene neatly paneled within a bottled 


A display which required ‘uo spe- 
cial settings or set pieces as in- 
stalled for Maas Bros., Tampa, 
Fla, by W. R. Harre. Pleated 
background hangings and a few 
sprays of foliage constituted the 
decoratives, 


border. The floor of the window had been converted 
into the deck of an ocean steamer, and two passengers 
were shown at the rail gazing out over the tranquil 
deep. At the right a cut-out ship was appliqued to 
the face of the panel. At the top on the left, a cut-out 
showed a composite view of the Eiffel Tower, the 
leaning tower of Pisa, a glimpse of the Pantheon, the 
mosque of St. Sophia, and other famed structures of 
Europe and Asia. This was in a hazy setting, as 
though representing the thoughts of the tourists. 

The “deck” was given over to a light trim of ap- 
propriate merchandise. At one side was a steamer 
trunk, opened to reveal drawers and hangers filled 
with men’s wear. On the floor beside it was a suitcase 
with a patent top thrown back disclosing dresses and 
footwear. At the right was a steamer chair. 





INSTALL NEW FIXTURES AT LANSON’S 
Lanson’s, on Thirty-fourth Street, New York City, is be- 
ing fitted up completely with new walnut and maple design 
fixtures manufactured by The Onli-Wa Fixture Company, 
Dayton, Ohio, the order having been obtained by Onli-Wa’s 
New York office. 
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An Autumn Atmosphere Pervades This Display by G. H. Janes, 
Kespohl-Mohrenstecher Co., Quincy, Ill—The Oval Sunset Is Rich 
With Yellows, Orange and Red; Green Gold and Copper Are 


the Other Colors 


HILE the “sweet girl graduates” are taking 
leave of colleges and “blushing brides” are 
merging the grandeur of June and the bril- 
liance of orange blossoms into the long- 

dreamed pageant of altar and honeymoon, a melan- 
choly reminder of the season’s brevity is impressed 
upon the displayman. 

June may be the month of brides, the month of 
roses, the month when vacations begin. It may boast 
starlit nights heavy with the fragrance of flowers. But 
for him the much sung period is only an echo of dis- 
plays placed six weeks before, displays that created 
the atmosphere of the balmy month and pictured its 
chief episodes. 

While its pleasant days drift rapidly by he is again 
anticipating and predicting, installing settings rich 
with the glamor of vacation time, the pleasures of the 
picnic, the relaxation of motoring. All of the impedi- 
ments of summer activities find their way into his 
windows and are so placed that their virtues and their 
contribution to the pleasures and conveniences of the 
purchaser are brought out. The display service man 
who installs his quota of insecticide trims is evidenc- 
ing a humble variant of summer merchandising. 

And, while these displays are going in, prepara- 
tions are afoot for one of the year’s most extraordi- 
nary phenomena—the August fur sales—when winter 
apparel is introduced in the midst of summer’s most 
tropical period. Nothing can more readily demonstrate 
the swift turn-of the seasons. 

Less than sixty days away, the August fur sale 
looms on the horizon. While straw hats are fresh and 
new and palm beaches offer a much craved luxury, 
we must turn to consideration of its features. Plans 
must be shaped for unusually strong backgrounds for 
dynamic settings that bring home to milady with ar- 
resting power the wisdom of buying -her winter coat 
while her choice is voluminous. 

An atmosphere of rigidity is not altogether essen- 
tial, but it contributes very forcefully to the attrac- 
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Black Hanging With Silver Spider Web Markings Used 
by J. H. Richter at The Fair, Chicago 


tion qualities of the setting. With the mercury boil- 
ing to the top of the thermometer, and all humanity 
sweltering in the grip of an unmerciful sun, it is no 
slight task to offer convincing proof of the imminence 
of acooler season. It may be said, and truuthfully, that 
the feminine mind has been impressed so often and 
so skillfully with the majesty of the fur wrap that she 
will pay it homage regardless of the occasion. There 
can be no doubt that mere presentation of the furs at 
such a time is arousing because of their contrast with 
the weather, but there can be no denial that an Arctic 
background emphasizes this conflict. 


Last year, William A. McCormick, at that time 
display manager of the Boston Store, focussed atten- 
tion on his August sale with a huge modernistic set 
piece an@® paintings of polar bears against blue and 
white backgrounds. This bright attraction device was 
shown ageinst a black patent leather triangle in the 
center ofa corner window, flanked on both sides by 
somewhat smaller triangles, similarly covered, against 
which jagged ornaments of silvered metals were 
placed. 

Karl Schlecht, of Bedell’s Chicago unit, resorted 
to the symbolic in presenting his trim. In place of a 
snow-covered landscape painting he used a hanging 
of silver metallic cloth. Oval posters, towering eight 
feet high, were covered with silvered cloth, which 
served as a base for appliqued letters. 


At Carson, Pirie, Scott & Company, K. W. Camp- 
bell presented a group of windows each showing furs 
in distinctive colorings against a heavy damask cur- 
taining. His display of leopard skins was particualrly 
attractive, consisting of two figures placed opposite 
each other and a mounted leopard sprawled across a 
splendidly upholstered seat. 

At Russek’s, in New York, an Arctic atmosphere 
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A Frigid Background Scene With Ice Floes, Polar Bears 
and Seals Used by G. C. Stewart, Tilly’s, Durham, N. C. 


was imparted by background walls in a silver finish 
that fitted in well with the popular conception of a 
wintry landscape. Recesses and jutting extensions 
vied with each other for attention. A triangle step dis- 
player at the left held small wares, while a quarter 
circle of wall board in bright colors served as a deco- 
rative piece for the background. 


At Stern & Mann’s, Canton, Ohio, Ralph Shea fea- ° 


tured a trapper’s cabin around which figures in formal 
attire and sports garb were grouped. Mounted speci- 
mens of game and hides were in evidence on all sides. 
The structure was built out of strips of lumber dis- 
carded by the planing mills. As the first cuts, these, 
of course, were covered with bark and were exactly 
what Shea needed as .a.covering. 

At Tilley’s, Durham, N. C., Display Manager G. C. 
Stewart last year executed a huge window with sides 
and back completely covered by a canvas pictorial. 
This showed an ice-locked ship in a far northern har- 
bor around which was a barrier of icebergs. 

Charles S. Longenbaugh brought a climatic touch 
to his August sale windows at the Globe, Waukegan, 
Ill., by a cut-out set piece which revealed a polar bear 
against a rainbow-hued aurora borealis. This was 
placed upon a smaller floor piece that matched the 
color of the rainbow arch. 

At Oransky’s, Des ‘Moines, Iowa, Paul Hamlin 
produced a striking trim in which the atmospheric 
qualities of a winter scene were produced by silver 
hangings, cut-out panels, dwarf evergreens and polar 
bear rugs. Panels were in three sections, the center 
presenting an ice-clad tree from whose branches long 
icicles were pendant. The bases of all the panels were 
silver, suggesting a snowy landscape, and the deep 
blue above them, symbolic of the sky, was liberally 
sprinkled with flitter. 
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A. Fredericksen, of Kline’s, Kansas City, Achieves a Striking Effect 
With a Dark Hanging Behind Towering Spikes of Foliage—All the 
Figures Were in Leopard Skin Coats—Each Type Was Grouped 
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OFFICIAL TOUR PLANNED FOR BERLIN DELEGATES 

At the conclusion of the International Advertising Asso- 
ciation convention in Berlin, which closes its sessions on 
August 15, the official convention tour through Germany will 
begin. The program as drafted by three travel bureaus—the 
Middle European Travel Bureau, the Amerop and _ the 
En Route Service, has the following features: 

Itinerary for the Official Tour No. 1—Price, $160 

August 10—Leave Bremen (or Hamburg or Cologne or a 
Holland-German frontier point) for transportation to Berlin. 

August 11-15—In Berlin attending the advertising con- 
vention. 

August 16—Leave Berlin (Anhalt Depot) at 8 o’clock for 
Dresden, arriving at 11 o’clock. Afternoon, a sightseeing trip 
through the city. 

August 17—Leave Dresden at 8 o’clock, arriving Leipzig 
at 10 o’clock. The program for this date has not yet been 
definitely worked out. Leave Leipzig at 2:30, arrive Nurn- 
berg at 8 o’clock. 

August 18—Morning sightseeing trip through the city. 
Leave Nurnberg at approximately 12:30 by auto for Rothen- 
burg, arriving at 3 o’clock. Leave Rothenburg at 5 o’clock, 
arriving in Nurnberg at 9:30. 

August 19—Leave Nurnberg at 8 o’clock, arriving Augs- 
burg at 10. Program still in preparation. Leave Augsburg 
at 2 o'clock; arrive Munich at 3 o’clock. Afternoon, sight- 
seeing trip. 

August 20—At the disposition of the participants. 

August 21—Leave Munich at 8 o'clock; arrive Stuttgart 
at 12. Leave Stuttgart at 3 o’clock, arriving Heidelberg at 
5 o’clock. One-half of the group will remain in Heidelberg 
while the other goes on to Frankfort as follows: 

Leave Heidelberg at 5 o’clock; arrive Frankfort at 6:30. 
The program for Heidelberg and Frankfort not yet completed. 

August 22—Leave Heidelberg at 8 o’clock, or leave Frank- 
fort at 9 o’clock, arriving at Mainz at 10 o’clock. Leave 
Mainz by steamer at 10:30, arrive Coblentz at 2:30. Program 
for this stop is still to be completed. Leave Coblentz at 
5 o'clock by train, arrive Cologne at 6:30. 

August 23—Morning sightseeing trip through Cologne. 

August 24—Leave Cologne at approximately 10:50; ar- 
rive Bremen at 4:19. Or leave Cologne at 8, arrive Paris 
5:05; or guest can go from Cologne to a Dutch or Belgian 
port. 

August 25—The obligations of the travel bureaus end with 
breakfast on August 25. 

The rate quoted includes accommodations in second-class 
coaches and first-class cabins on steamer. 
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A Junior Window With Yarn Haired Figures and 
Appliqued Tree That Won Much Attention for Carson, 
Pirie, Scott & Co. Display by K. W. Campbell 


UNE’S first few days were a bit unkind to Chicago 
merchants—the weather man was unfriendly. We 
are, according to the calendar and previous weather 
records, supposed to be knee-deep in summer. But 

the fourth day in the month records more overcoats on the 
street than straw hats, and in every case where a straw hat 
was worn, it was accompanied by a topcoat irrespective of 
the propriety of the tout ensemble. 

This may sound refreshing to those who have sweltered 
at previous conventions here and elsewhere—and it may cause 
some of the overcautious visitors from the far south to bring 
along something heavy in the way of under or outerwear. 

The State Street windows, however, ignore the actual 
temperature and are aglow with the smartest things possible 
to assemble in the way of summer apparel. Sportswear for 
men, women and children occupies a greater portion of the 
window space in all of the stores than ever before. 


T the store for men, Marshall Field & Company, four 

windows are devoted to the display of as many different 
types of straw hats. One of these features soft bleached 
straws with turndown brims. A large placard placed near 
the background wall carries an enlarged picture of Wm. 
Wrigley, Jr.. and Wm. L. Veeck, owner and president, re- 
spectively of the Cubs, wearing straws like those displayed 
in the window. The card is a reproduction of a newspaper 
ad and the copy reads something like this: “Believe it or not, 
but Wm. Wrigley, Jr., and President Veeck will be at the 
game wearing straws from the Store for Men,” etc. 

Another window shows brown Leghorn straws with 
chamois gloves, solid rose crepe ties and a length of tan- 
striped outing trousering. Another showed Panamas and one 
window was of sennits. 

There is a window of golf clubs and bags with balls, tees, 
and other little accessories to round out the display. Five 
bags are displayed, each filled with the proper selection of 
clubs. The bags range from a good canvas to an alligator 
skin and sets of clubs in keeping. 

Adjoining this is a window of golfers’ apparel featuring 
two attractive ensembles of knickers, slipover and hose to 
match, shoes, shirts, ties, etc. Brown knickers are shown 
with green slipover and hose of camel’s hair. 

Next in line. is. a “Vacation Apparel Display” with a 
suit, topcoat, hat, shoes, gloves and cane shown in an ensemble 
group in one half of the window, while the other half displays 
a trunk opened and other types of clothing and furnishings 
suitable for dress, sports and travel wear peeping from their 
respective compartments. 


(HICAGO 
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By J. DUNCAN WILLIAMS 


Chicago Correspondent, 
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There are two or three shirt and tie displays intermingled 
with the displays aforementioned and then there is a “Fishing 
Window.” Here a rustic bench of hickory is used as an ap- 
propriate part of the setting to give height to a shirt form on 
which is displayed a fisherman’s jacket with innumerable 
pockets and a trout basket slung over the shoulder. On a 
waist-high knicker form, wading trousers, shoes and hose are 
well displayed. Two complete boxes of tackle, a leather case, 
pup tent with mosquito netting, rods and reels with interest- 
ing flies are some of the other details that went to complete 
the display and make an occasional passerby stop, walk up to 
the glass and say, “This is the stuff that interets me!” to use 
the words of one who stopped while I was making these notes. 
Personally, I don’t care much for fishing, but that window 
would have made an Ike Walton of me had I stayed there 
much longer. 


HE FAIR windows are maintaining their standard of 
neatness, style appearance and general good looks at all 
times regardless of the number of merchandising events, sales, 
etc., taking place more or less regularly. As a consequence 
of this policy, the price merchandise always seems to look 
better than the price asked. There is an unusually attractive 
display of dresses priced at $15 in the corner window as this 
is written. It’s a “June Sale of Frocks at $15” according to 
the window card and five units of three dresses to a unit are 





A Difficult Type of Trim—An Island Showing of Hosiery 
as Arranged by Carl Schlect for Bedell’s Chicago Unit 
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The Rhythmic Lines of Hose Draped Over Each Other All Along the Front Proved an Attraction for 
Hanan’s, Last Month—A Background of Gold Cubes Set Off the Stockings 


displayed. Each unit display consists of three dresses of the 
same color tone but of different style and trim. Yellow, 
polka dots on light ground; floral prints in red, white and 
gray; black; dark blues with light polka cots were the colors 


represented. No hats or other furnishings were displayed with 


the dresses and the effect was unusual for this window, con- 
centrating all attention on the dresses themselves. 

There was a window of costume jewelry, one of sports 
ensembles and a particularly attractive window of table 
linens at “June Sale Prices.” About twenty-seven pieces of 
linens in assorted sizes were displayed in the large space. 
The center of the window was occupied with a table over 
which a large cover was spread. Unit groups of assorted 
sizes and types of linen pieces were arranged in the space at 
each end of the window. Prices appeared on each separate 
piece displayed. 


TH outstanding window in point of attraction at Man- 
del’s was that of a bathing suit display located on the 
State Street side. The special background consisted of a 
modernistic painting of waves, fish, sea gulls and a female 
figure clad in bathing suit posed on the end of a spring board. 
The floor was well covered with white sand. Modern bath- 
ing suits in two styles were shown on as many forms without 
heads, the exposed parts of which were done in sun-tan. Two 
kiddy suits were displayed on the sand floor along with water 
rings, surf board, beach chair and a smart beach robe. 

Another Mandel window nearby featured women’s riding 
habits displayed on two figures placed at each end of: the 
window. An ensemble group consisting of black felt hat, 
black riding boots, white trousers, tan gloves and riding crop 
was arranged in the center space of the window. One form 
was dressed in a sponge silk suit with black boots. The other 
was groomed in a blue flannel sleeveless jacket with white 
buttons, white whipcord longies and white silk shirt... Very 
smart! paces 

A bathing suit window at Carson, Pirie, Scott & Company 
displayed four or five imported swim suits for women of 
coarse knitted ‘weave and of modernistic pattern designs. 
Yellow was the dominating color in four of the five: suits 


displayed. Only one suit was shown on the form which was 
also draped with a smart beach robe arranged in such a man- 
ner as to disclose the swim suit worn. The background con- 
sisted of an improvised beach canopy of yellow, white, orange 
and green awning cloth. A grass rug served as the floor 
covering for the central section of the window. The window 
card read as follows: “FOUR SMART WAYS IN WHICH 
TO SWIM—Imported Bathing Suits Created by Maggie 
Rauff, Schiaparelli and Jane Regny.” 

The entire State Street front at Carson-Pirie’s presents 
an especially smart and attractive appearance particularly at 
this time. In fact, it is seldom, indeed, that these windows 
appear otherwise regardless of what merchandise is featured. 

A section of several windows are devoted to displays of 
piece goods suggestive of “Vacations and a Smart Wardrobe.” 
The caption appears at the top of every window card in the 
several windows. Drapes of piece goods in different colors 
of the same fabric are made in each window with one of the 
miniature ,Siégel models wearing a finished costume. made 
from one of the fabrics displayed in the same window... At 
the base of the figure the pattern number is given. This 
series of displays was of evident interest to women passersby. 


ice Leslie S. Janes has assumed charge of the window 

of Hartman’s Furniture Store at Adams and Wabash these 
windows have shown new life and some definite merchandis- 
ing pep. People are talking about them and the changes are 
rapid enough and distinctly different enough to cause notice. 
At the present-time there is a special window at the extreme 
north end of the Wabash Avenue side devoted to a display 
of several types of homes that are built and financed by 
Hartman’s. Anelévated platform raises the setting about 
thirty inches higher’ ‘than the: window floor. This platform 
covers the entire:area of the window floor with the exception 
of a three-foot,space.near the front. Miniature models of the 
different style homes are used and six of these are arranged 
as they might appear in a suburban group. Grounds are sug- 
gested, and around the walls of the’ window a scenic painting 
carries the suburban’ suggestion':further by showing other 

(Continued on’ page 73) 











The Rotunda During the Exposition—High at the Right 
Is the Detaille Painting 


HE spring 1929 exposition in the Wanamaker 
rotunda of the old building, New York City, 
was inspired by the “Falconry,” a ceiling 
made for a celebrated mansion in the Champs 

Elysees by one of France’s immortal painters, Jean 
3aptiste Edouard Detaille. The panel hanging on the 
east wall of the rotunda is named “The Falcon Hunt.” 
and is part of that famous ceiling. 

There are three major aspects of this decoration, 
namely : 

1. The painting and its treatment. 

2. The painter and his life. 

3. The art of falconry. 

Perhaps some would have the painter mentioned 
before his paintings, since he came first, but in this case 
the work is not in the usual manner of Detaille, but 
rather in the “modern” fashion. His paintings are so 
full of detail and careful arrangement—that type of 
painting is ridiculed by the so-called modernist—that 
when we behold the freedom and freshness of this work 
we must marvel at the thought that impelled him to do 
this work in a manner entirely foreign to his usual 
style. 

Detaille was born in Paris on October 5, 1848, and 
died Christmas eve, 1912, at the age of sixty-four years. 
It is recorded that in childhood his talent for drawing 
was great, and that his family, fortunately, encouraged 
him. He studied with Meissonier, whose favorite pupil 
he was. His first contribution to the Salon was sent in 
1867, when he was but nineteen years old, and was 
titled, “A Corner of the Studio,” but it received scant 
attention, though the following two years his canvases, 
“Halt of the Drums” (1868) and “Repose During 
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Chalconry 
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Detaille’s Great Canvas Provides the Theme 


for Wanamaker’s Spring Exposition in the 
Rotunda of the Old Building 


Maneuvres” (1869), caused the critics to exclaim in 
glowing terms of his work. He served as secretary to 
both General Pajol and General Appert during the 
Franco-German War, and ,though he had already made 
a start toward fame as a military painter, this service 
heightened his ambition along these lines. Today his 
paintings hang in the famous galleries of Europe, and 
his name is rated as the greatest among painters of 
military subjects. 

Most of his canvases are of massive proportions, 
since his choice of subjects demanded panoramic vision, 
and among his best works are the “Panorama de Cham- 
picny” and “Panorama de Rezonville,” which he did 
with the painter Alphonse de Neuville. 

“The Art of Falconry,” chosen as his subject for 
this ceiling, is among the oldest known sports, and was 
practiced by the Chinese during the remotest days of 
their exceedingly old history. Falconry is the art of 
employing falcons and hawks in the chase for other 
birds and for small field animals. It is often called 
“hawking.” 


T has always been a pure sport, even when practiced 

in China 2,000 years before Christ, since many more 
efficacious methods and appliances for the capture of 
game existed. Many quaintly drawn and spiritedly 
colored picturizations of Chinese falcon-hunting exist 
that may even date back beyond the above date. The 
noted historian, Sir A. H. Layard, in his “Ninevah and 
Babylon,” makes reference to falconry which appar- 
ently existed there 1700 years before Christ. During 
the reign of Wen Wang, a king of a Chinese province 
during the year 689 B. C. the sport had royal approval, 
and was in high favor among all walks of life, even 
spreading to India, Arabia, Persia and Syria during 
these years. The sport is practiced today throughout 
Asia and in Egypt. 

During the days of Pliny, Aristotle and Martial 
384 B.C.-A. D. 40) the art of falconry was practiced 
in Europe, as we know from their writings. 

The sport reached England about A. D. 860, and 
was followed with greater ardor than any other sport, 
not excepting fox hunting, from that time down to the 
middle of the seventeenth century. 

William the Conqueror, Edward III, Henry VIII 
and Queen Elizabeth enacted laws in the interest of the 
sport. Under these sovereigns falcons and hawks were 
allotted to men according to their position and rank. 
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at Yetter’s, 
Iowa City, Iowa, 
for “Polar 





an Iceberg. 





The king used the eagle and vulture, while the rest of 
the royal family flew gerfalcons. An earl was per- 
mitted the peregrine, which is about the size of our 
raven, and is accounted the most powerful bird of prey, 
for its bulk, that flies, and most courageous. It is to be 
found all over the world, varying little with the differ- 
ent countries. 

A yeoman was permitted to have his sport with the 
goshawk, or goosehawk, while a priest was allowed the 
sparrowhawk, and the lowly knave, or servant, the 
kestrel, whose prey is field mice and large insects. 


ALCONRY daclined toward the. end of the seven- 

teenth century, but enjoyed a short-lived revivai 
during the Restoration, only to fall back into disfavor, 
until today it is known to but few ardent partisans. 
Grouse are still captured by sportsmen in this manner 
in England, as are also black-game, pheasants, par- 
tridges, quail, landrails, ducks, teal, woodcocks, snipes, 
heron, rooks, crows, gulls, magpies, jays, blackbirds, 
thrushes, larks, hares and rabbits. In Asia highly 


trained golden eagles and specially picked hawks are’ 


known to have taken wolves, antelope and gazelles. 

In the sport “falcon” now means a highly-couraged, 
long-winged bird of prey which takes its quarry on the 
move, and among falconers it still means, as it always 
has, the female of the species. The female is always a 
little larger and a bit more powerful than the male. 
The birds are difficult to tame, and may be handled only 
by one skilled in the art and naturally endowed with 
patience. 

Falcons and hawks are tamed through the appetite. 
When captured, the trainer immediately places a hood 
on the head of the bird, as well as a leash on her leg, 
and carries her about with him all ‘day and late into the 
night. This is done to familiarize the bird with the 
voice and touch of the trainer. Her leg is furnished 
with a “jess” swivel, leash and bell, and at night tied 
to a perch in a darkened room so that no light may 
enter in the morning. She is induced to eat by draw- 
ing a piece of beefsteak across her feet, at the same 
time striking her leg with a feather. As she snaps small 
pieces of steak are slipped into her mouth, the while 
the trainer makes a peculiar whistling noise of his own, 
which sound soon comes to mean feeding time to the 
bird, as well as an identification of the trainer. When 
she shows signs of understanding this signal and no 
longer starts at the voice of her master, the first equip- 
ment is exchanged for an ordinary one that allows the 
bird more freedom. 





Print Silks.” 


A falcon is said to be “foot” or to be a “good 
footer” when she is successful in killing. Many birds 
are fine fliers without being “good footers.” “Make 
hawks” are thoroughly trained, steady hawks that are 
flown with young ones to teach them to work and hunt. 


HE banners hanging in the rotunda during this dis- 

play were symbolic of the colors carried in tourna- 
ments in which falcons competed, though the emblems 
are not of any particular house or group. The colored 
streamers reaching high were to symbolize the rare 
courage of these birds, and the floral representation at 
the top the prize or quarry. An attempt was made to 
have the display free and open with the idea of creating 
a space to bring to mind the vast vault of the heavens, 
which was the field of action for these feathery com- 
batants. 





Silk Drapes Given Artic Aspect 


When Yetter’s Brought Out “Polar Prints” the 
Display Took the Form of Icebergs 


By LOWELL SHELDON 
Display Manager, Yetter Dry Goods Co., Iowa City, Iowa 


ACH season we find new merchandise coming into 

the market. Perhaps this has been nationally ad- 
vertised and perhaps it is making its way into the 
retail field without any other help than its good quali- 
ties or modern features. Nevertheless, the displayman 
has to feature it in his seasonal displays, whatever the 
case may be. 

The accompanying illustration shows how Yetter’s 
displayman overcame the situation very adeptly. He 
has taken the new silks designed by Cheney, “The 
Polar Prints,” and connected the display with the 
latest picture, ““The Great North,” inewhich Eskimos 
played an important réle. He has arranged them in 
such a manner that they somewhat imitate the peaks 
and icebergs of the far north. The show card ties 
up with the situation by displaying the following 
copy: “Scenes from the Great North—Polar Prints— 
New Spring Prints by Cheney.” The modern aspect 
is also shown by the modernistic screen in the back- 
ground. 

These new prints show scenes of icy waters, polar 
bears and icebergs really ideal for the warmer days 
to come. People could not help noticing such a timely 
display with the snow out of doors and the assurance 
of the warmer days that are coming. 
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Limbs of Painted Woods and Fuzzy Wool Bodies Characterized the Lambs in Decorator Nelson’s Eccentric Junior Trim at Best’s 


UDGING from New York windows and the 
newspaper advertising of New York stores, 
no fad for years has assumed quite the uni- 
versal social and health importance of “Sun 

Tan.” Alluring Sun Tan appeals are flashed at the 
spectator in an overwhelming series of tableaux. It 
seems to be the magic key for the season, and every- 
thing—costumes, cosmetics, settings, mannikins—re- 
flects the Sun Tan motif, either directly or indirectly. 


For those who are forced to remain in the city 
instead of frolicking at various resorts and for those 
who dislike fhe process of actually becoming sunburnt, 
the stores are focusing merchandising on Sun Tan 
preparations and Sun Lamps. Macy’s, prompt as usual 
to capitalize on the latest fads, has opened a unique 
Sun Tan Shop. At one end of this store’s toilet goods 
department a wall counter is decorated with tanned 
girls engaged in tennis and bathing. The display cases 
are covered with sand and form an appropriate foil for 
brilliant-hued bottles and jars. Attendants, five in 
number, are made up in different types of Sun Tan. 
A novel feature item is Dorin’s Creme Silk Stocking 
for leg make-up. 

No appeal could fit in more perfectly than that of 
Sun Tan with the usual early summer themes, such as 
travel and sport—on land and sea and in the air. A 
few stores emphasizing these angles include Best’s. 
Franklin Simon’s, Arnold Constable, McCreery’s, Saks 
and Lord & Taylor. 


For consistent excellency in windows during May, 
Best & Co. might well be awarded a prize. It is amaz- 
ing the amount of freshness Nelson can inject into his 
windows week after week. And characteristic of his 
displays are a smart simplicity and a lucid directness 
that are admirable. He seems to have taken his cue 
from superior advertising layout artists who believe in 
the judicial use of plenty of “white space.” His dis- 
plays are never overcrowded and the units are definitely 
isolated. He provides abundant space to breathe in, 
with the result that his message reaches the sidewalk 
and vehicle audience with maximum force. His back- 
grounds, too, always have a clever knack of tying in 
with and boldly reinforcing his dominant ideas. 





With GOTHAM’S 


By Coleman 


TYPICAL Best window of the month was that 

labeled “Nautical But Nice.” The deck of a yacht 
was suggested by a low plateau which extended clear 
across the double window. A taut line was stretched 
from an invisible mast to another half-way up the 
height of the window. Signal flags were suspended 
from the line by glorified clothespins which terminated 
at the top in small white placards, each emblazoned 
with a large blue letter. These letters formed the 
slogan, “Nautical But Nice.” In the center, a stylishly 
clad mannikin scanned the horizon. She was surrounded 
with units displaying nautical garments and accessories. 
The background portrayed the white-capped ocean, with 
the ever graceful white sea gulls soaring above. An ex- 
tremely effective children’s window was that in which 
huge cut-out letters of wood were utilized to spell 
“Lilliputian Bazaar.” The letters forming the word 
“Lilliputian” were placed upright at the rear, while the 
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Southland Atmosphere for Straw Hats Developed at Hearn’s 
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letters spelling “Bazaar” were placed flat on the floor. 
Tiny child mannikins were interspersed between the 
letters, standing, and some were straddling the supine 
letters. The mannikins were made of reddish-brown 
linen to resemble Sun Tan skins and the hair was of 


corded wool yarn in blonde and brunette shades. An- ~ 


other of Best’s children windows was in the shape of 
a semi-circle. A pastoral scene was casually sketched 
on the screen enclosure and seven child mannikins were 
grouped about three droll lambs, whose limbs were of 
painted wood and plump bodies of fuzzy wool. 
Fernandes, at Franklin Simon’s, was a close second 
to Nelson’s for uniform excellence in his May displays. 
The two men are similar in their plentiful use of space, 
in distinct separation of units and in lucid vividness. 
On the other hand, Fernandes relies solely on his per- 
manent background (which is ideal for this purpose), 
without constructing new backgrounds or inserting 


















Junior Beach. Garb Shown by Fernandes at Franklin-Simon’s 
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Another of Nelson’s Junior Displays With Cut-out 





Wooden Letters Spelling “Lilliputian Bazaar” 


screens to play a significant part in his design. Also, 
he makes his window a central spot-light ensemble. In 
the art of grouping and arrangement his talent is of the 
first water. Each unit is pleasantly smart and emerges 
clearly from an enveloping aura of shadow space. His 
windows have a restful as well as decidedly chic quality. 
I imagine they are creating a new level of prestige for 
Franklin Simon’s. 

Three recent windows by Fernandes emphasized the 
out-of-doors slant. In them a heavy fabric of plaid de- 
sign supplied the decorative note. In one, a boy and 
girl were posed around a low table which had a cover of 
this material that ended in a thick Japanese grass fringe. 
A big umbrella of the same fabric and fringe furnished 
shade. On the table was a small watering pot, and 
leaning against the table were a wooden rake and hoe. 
Slightly to one side of the right, near a semi-oval sign 
of frosted glass, a boy’s romper suit was hung on a 
short standard, and to the left a simple little dress was 
on another standard. In a second window an iden- 
tical umbrella and a tapered cylindrical table base. 
Near it was a solid fixture, the shape of a bucket, 
covered in the same frabric as the umbrella and base. 
Over it was thrown a coat. There were two models, 
each wearing a sport ensemble. In a third window the 
plaid material was again utilized to cover a block-like 
beach chair and a round pedestal surmounted with a 
jar of flowers. A mannikin attired in overalls and 
striped jersey was perched on the edge of the chair and 
another mannikin stood with her back turned to the 
sidewalk. She wore a sleeveless dress and held a tennis 
racket in her left hand. Accessories, such as hats, sport 
necklaces, shoes and sweaters were distributed with 
fetching nonchalance. 


RAVEL windows have prevailed at Russek’s. Two 
weeks ago part of an ocean-going steamer was 
shown, including details such as portholes, rails, rigging. 
Only one level of the boat was visible, and the sides 
were covered with a light gray repp material, the huge 
screws made of matching gray satin. A gang-plank 
bridged the gap between shore and boat, and a manni- 
kin extended her hand in farewell to a departing friend. 
(Continued on page 25) 
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he Metal Background V ogue 


It Started With an Impromptu Packground for a Hotel Style Show, 
But Three Months Was Sufficient to Give It International Scope 


UGUST ROEDER started something when 

he hit upon the idea of corrugated iron as a 

background covering for apparel windows. 

The young Indianapolis displayman was not 

at the moment interested in revolutionizing background 

decorations ; rather he was hard put to find a means of 

screening the wings of a platform to be used at a hotel 
style show. 

Time was short and the gaping space that was to 
be masked was large. While the hotel where the show 
was to be presented was a regal affair, Roeder could 
not tolerate the idea of parading his models up to the 
platform and down again in full view of his aristocratic 
audience. Moreover, dressing rooms were imperative, 
and it was essential to locate them close to the platform. 
The possibility of using corrugated iron flashed through 
his mind. It was flexible and yet rigid, stood with a 














minimum of bracing, and could be whipped into shape 
for the emergency in little time. 

He called in the city’s most noted tinsmith and asked 
his assistance. The mechanic unfolded possibilities that 
he had not dreamed existed. It was pointed out that 
by the use of comparatively small sheets with the up- 
right edges turned, walls of any length and running in 
any direction could be effected in a few minutes. It 
was merely a matter of boring the edges and securing 
strong bolts to lock the sheets together. 

Roeder had already perceived that the fluted surface 
of the sheets produced an appearance not unlike the 
plated fabric backgrounds with which he was familiar. 
He saw that by painting them in bronze or silver strik- 
ing modernistic effects could be produced. He now 
realized the extraordinary adaptability of the product 
to his requirements. 

It is scarcely necessary to 
say that he jumped at the 
chance to use them in his style 
show, and that a few days’ later 
the first of his metai back- 
grounds appeared. Since that 
time he has used the sheets con- 
tinuously, working them into a 
multitude of designs. 

No sooner had he evolved 
his scheme than he had imi- 
tators. Within sixty days his 
idea had reached England, and 
by the following March the 
capable Eric Fleming, display 
manager of Swan & Edgar, a 
noted London department store, 
was offering variations of the 
plan. Selfridge & Company 
followed and the English dis- 
play publications were devoting 
page after page to exposition of 
the departure. 

In the United States, em- 
bracing of the plan was as 
speedy, and metal backgrounds 
began to appear in many cities. 
Recently James Chang, the 





NEW ADAPTATIONS—Softening 
the harshness and uniformi‘y of the 
metal background is accomp‘ished 
by use of pastel colored screens re- 
lieving the monotone, or by conver- 
sion of the metal into architectural 
designs. Above is a Roeder scheme 
which utilizes the Borden fabrics 
draped over it for this purpose. 
Below a screen is.employed. 
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Variance of 
the Use of 
the Medium 
Is Seen in 
the Angular 
Form Given 
This Panel. 


display manager for Benson Smith & Co., Honolulu, 
used a circular back of such construction with a toilet 
trim. 

“Fleming treated each window independently, super- 
imposing original geometrical motifs in high relief,” 
says the London Display. “Each window was of dif- 
ferent design, but a consistent theme was followed 
through the whole series. As in the previous special 
displays of Swan & Edgar’s, a mask bordering the win- 
dow on the glass provided a perfect finishing touch. 

“The abstract designs used in the settings were 
reflected in the accessories, such as stands, screens, low 
tables, plateaux, flower stands, and the sign frames, 
which were specially created each to fit in its special 
place. 


“Another new feature was the meiallic flowers, ° 


while the new type of composition figures shown for 
the first time with this series of opening windows was 
extremely effective. 

“As for the layout and the arrangement of the new 
merchandise, this was most admirably done, just the 
right amount of goods used in every one of the win- 
dows to get the utmost effect, and the color selection 
of the goods, the accompanying accessories and the 
display in each one showed exceptionally good taste and 
skillful craftsmanship. 


Toiletries 
Can Also 
Be Displayed 
to Advantage 
in Company 
With These 
Supports. 








This Is 
Another 
of the 
Roeder Trims 
Showing the 
Results of 
Experiment. 


i 





“We understand that this entire set of window 
settings was made to Mr. Fleming's instructions by the 
John De Frene studios.” 

Selfridge’s, of London, carried the development of 
metal backgrounds a step farther in their twentieth 
anniversary celebrations by introducing a number of 
windows with a central arch flanked on each side with 
two smaller half-circular top figures made out of pipe 
and covered with gold paint. These were, of course, 
mere outlines which took the traditional form of the 
panel. Their similitude was rendered complete by a 
supporting background of tall rectangular panels’ 
covered with brilliant, dazzling gold seqquin (a heavy, 
coarse gold metallic cloth). 

While these imitators have been branching out from 
the original idea, Roeder has been busy, not so much 
with departures from corrugated metal as refinement 
of the covering and harmonization with textiles and 
delicate pieces of apparel whose fragility clashed with 
its masculinity. 

Here is an outstanding departure installed to sup- 
port a demonstration given by a representative of 
Borden fabrics. The metal wall of the background is 
converted into a series of related draping stands. From 
each step in the two ascending tiers of panels which 


(Continued on page 68) 


James Chang, 
Benson, Smith 
& Co., Honolulu, 
Shows This With 
an Aluminum 
Back and Red 
and Green 
Decoration. 
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Main Office and Factory: 
134-140 No. Robey St. 


Ultra Modern Decora tions 


An Inspiring Array Shown 
for the First Time in 


SCHACK’S New .Spring Flower Book 


If you are interested in Modernistic Display Deco- 
ratives then you should have a copy of Schack’s 
New Fall Flower Book—It’s a wonderful Big Book 
of 28 pages printed in 4 colors and illustrates for 
the first time hundreds of new and Ultra-Moderne 
store and window decoratives that will prove a big 
help to you in planning your Fall trim. Send for 
this Big Free Book today. Ask for Fall Book D. 


Have You a Copy of 
Schack’s New Parade Book? 


It’s just off the press and illustrates many new 
and novel floats and decorated automobiles which 
have proved recent prizes winners. Send for this 
book today. It’s Free. Also ask for Parade Book D. 


SCHACK ARTIFICIAL FLOWER CO. 
CHICAGO 


Salesroom: 
134 No. Robey St. 


























N ideal and practical type of merchandise displayers has 
just been introduced by the Adler-Jones Company, Chi- 
cago, Ill., and given the trade name Ad Blox Displayers. 
While especially suited for department store display of nearly 
every type of merchandise, they will be found especially useful 
for displaying stationery, bags, purses, jewelry, shoes, notions, 
toilet goods and all small wares. So versatile are these dis- 
players in working up new and novel effects that they will be 
found ideal as well for shoe stores, drug stores, beauty shops, 
men’s shops, gift shops, hosiery shops, auto accessory stores, 
banks, electrical stores, etc. Hundreds of arrangements are 
possible with each set, the various units being made of heavy 
fibre board and constructed to hold 150 pounds. They are 
made in cylindrical, cube, oblong and triangular shapes and 
are sold in sets. The illustration shows one of the sets used 
in a shoe display with great effectiveness. They come in 



















three standard finishes—dark walnut veneer sides, natural 
veneer tops, black bottoms; pebble finish silver sides and 
tops, black bottoms; pebble finish gold sides and tops, black 
bottoms. An illustrated folder will be sent upon request. 





Gass police department in St. Thomas, Ont., has started 

another enforcement of the ordinance that prohibits the 
display of merchandise in front of store buildings, and a 
number of complaints have been registered in consequence 
of the campaign. The police started two similar campaigns 
a few years ago resulting in certain tradesmen carrying pro- 
tests to the City Hall, with the result that the jurisdiction of 
the police with regard to outside displays outside the business 
centers of the city was called into question. The move is 
directed especially against foreign fruit dealers on the main 
business street who have been encroaching on the sidewalks 





denbeeoneperciee the mighty strides taken by the silk 

screen process industry in the last few years, a number 
of the principal factors of the business have undertaken or- 
ganization of the group in a national body and have sent out 
a call for a meeting in conjunction with the International 
Association of Display Men’s convention at Chicago be- 
ginning June 17. 

Under the direction of Barnard Willis, vice-president of 
the David A. Coleman Company, St. Louis, the drive for a 
national body has taken form rapidly. The leaders of the 
craft were quick to recognize the validity of his arguments 
for organization as a trade necessity. In his letter announc- 
ing the movement he outlined the reasons. 

“During the past ten years,” he said, “the progress of the 
silk screen process has been remarkable. The process is no 
longer in the pioneer stage of problematic develop- 
ment but now merits a place as an industry itseli 
and further recognition will be constantly apparent. 
It has come to stay. 
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done by Mr. Les- 
senden and prepared 
during the period of taking The Koester School Cor- 
respondence Lessons in Advertising. 


DO YOU KNOW HOW TO 
WRITE ADVERTISING? 


Advertising is one of the best paying professions 
today. Every merchant must be well informed on 
advertising who hopes to make a success of his 
business. Every young man in the store ambitious 
for success will find the publicity end the most 
profitable. 

Our twenty-five years’ experience in teaching 
advertising, window display and card writing is an 
assurance that we can help you. 


Decide to start your course at once. 








What a Merchant Says 


Who Is Taking Our 
Advertising Course 


The following are unsolicited letters written in from time 
to time, during the progress of our Advertising Course, from 
C. M. Lessenden, of Downs, Kansas: 


Letter No. 1 


C. M. LESSENDEN & COMPANY 
Dry Goods—Ready to-Wear 
The Ready-to-Wear Store for Four Counties 
DOWNS, KANSAS 


The Koester School, Chicago, III. ' January 28, 1929. 
Gentlemen: 

I realize I have not progressed very far in my course as yet, but the work 
is very interesting. I find the lessons on words to be not only interesting, but 
very valuable. New words and their uses are not only necessary to me as an 
ad writer, but I am continually before the public a salesman and a speaker, and 
I marvel at the new uses of words which, in my vocabulary, were unknown and 
unused. Very truly yours, (Signed) C. M. LESSENDEN. 


Letter No. 2 
Downs, Kans., February 6, 1929. 
Dear Mr. Lewis: 

With a few days of stormy weather I have been able to comyjete severai 
lessons, and I have found them very interesting. There is just enough of that 
which makes me dig to keep the course initeresting, and yet it is not too far 
ahead of what I studied but that it makes me keen to work at it. 

I find much that I have used in my regular work, but having one’s regular 
routine confirmed and the new ideas revealed in working out the lessons seems 
to me to be of special importance to the advertising man. 

The idea of cultivating a creative mind, spoken of in the course, is a new 
thought to me, but I find how necessary it is in order to become a-successful 
advertiser. 

Trusting these interesting features may continue and thanking you for your 
frank criticisms of my lessons and advertising, I am, Very sincerely yours, 

(Signed) C. M. LESSENDEN. 


Letter No. 3 
The Koester School. : Downs, Kans., February 20, 1929. 
Gentlemen: 

I am enclosing herewith the seventh lesson. This has required a great deai 
of study and patience in answering the questions, but I find it has been very 
very instructive. 

You will also find enclosed a copy of an ad just printed. I shall thank you 
for your Criticism of this advertising. Yours very truly, 

(Signed) C. M. "LESSENDEN. 


Letter No. 4 
The Koester School, Chicago, III. Downs, Kans., March 4, 1929. 
Gentlemen: 

You will find enclosed my ninth lesson. 

You do not know what the course has done for me with just these lessons 
sent in. I find I had been following a certain routine which, in the language of 
every day, would mean I was in a “rut.” Just in the act of talking, it has 
added so many new words to my vocabulary and started me on an entirely new 
line of thinking. It is interesting to be able to get out of an old established 
line and do some real creative work in one’s business. 

I am quite sure the remainder of the course will be even more interesting 
than the ground already covered. Sincerely, 

(Signed) C. M. LESSENDEN. 


Letter No, 5 
The Koester School. Downs, Kans., March 25, 1929, 
Gentlemen: ; 

The lesson answers enclosed deviate from the outline scheduled. The read- 
ing in Parts One and Two has been unusually interesting. The part especially 
relating to the difference between the appeal to men and women has been very 
good, as my advertisements are written to appeal only to women. 

Your corrections on the lessons in many instances are worth as much to me 
as the working out of the lesson itself. For instance, I found one error which 
occurred many times in my advertising, and I do not know how much this 
affected the results. The course all the way through has been more interesting 
to me than a good book. 

Thank you for your criticism and the help in the course. Sincerely, 

(Signed) C. M. LESSENDEN. 


Fill in and return the inquiry slip today. We will gladly send you 
our instructive and valuable book explaining our courses in full. You 
will incur absolutely no obligation whatsoever, but your prompt 
action will prove very profitable to you. 





THE KOESTER SCHOOL. 
314 S. Franklin St., Chicago 
Please send me full information on the following subjects: 
[ ] Card Writing 
i ] Window Dispiay [ ] Advertising 


The KOESTER SCHOOL. | seme. 


314 South Franklin Street, Chicago 
The Only School of Its Kind in the World Geis: Sete fn oes cate de. 3, oles iets wa 
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‘Window (raft in “Paris 


June, 1929 June, 19. 


This Is the Third of a Series of Discussions of Euro- 

pean Window Technique as Observed by Russell—T he 

Buffalo Displayman Recently Returned from . His 
Eighth Trip Abroad 





IRST impressions of Paris displays change 
one’s whole outlook on life, like asking for 
bread and receiving a stone. We see the fine 
and beautiful things that come out of Paris, 

but we see them in American settings. Great credit is 
due our buyers who have the judgment to know what 
is good in such a melange. I returned to Paris a second 
time this trip just to check up on this. The largest and 
principal stores have better window displays than Lon- 
don, though far behind Berlin; but these displays are 
lost behind the barrier of push cart stalls used on the 
sidewalks instead of our bargain basements. The 
French use this method to dispose of sale merchandise. 
It must be quite distracting to build up a decent display 
just to have it obliterated in that way. 

A great number of figures are used (forms are not 
used at all), and where a window of similar size at 
home would have three or four figures, here one finds 
fourteen, fifteen or sixteen. The effect is awful, and, 


By GEORGE R. RUSSELL 
Display Manager, William Hungerer Co., 
Buffalo, N. Y. 


plays. No forms are used in Paris, only figures, so 
one finds ten, twelve and often more in each window 
displaying apparel. These are at all sorts of elevations, 
perhaps a row of four near the glass, another row 
raised a foot and a half, and a back row possibly thirty- 
six inches from the floor. Among these are drapes oi 
silk, lace or woolen goods. 

Siégel’s or Imans’ figures are use exclusively, and 
always there is a sign in the window, “Figures by 
Siégel” or “Imans,” as the case may be. Of course, 
the window cannot be very important, as the displays 
here are completely obliterated by push carts on the 
sidewalk, against the glass, disposing of sale merchan- 
dise and remnants. The windows are poorly lighted 
and no one seems to pay any attention to them. ‘They 
are completely shuttered up at 8:30 p. m. 


Interior walls and ceilings are painted in a very 


bright all-over pattern, using much red, blue and gold. 
his is in conjunction with narrow aisles, counters with 





of course, there is no room to use accessories, just a shallow glass facings showing the merchandise in that “9 
window of figures all in coats or hats, or dresses, as the department, polished brass baskets placed end to end 
case may be, with no attempt at ensembles. All win- on the counter holding stock, open shelves back of 
dows are barricaded at night, as are most in London counter going up to eight feet. From the top of the 
and Berlin—often completely by a solid sheet of iron. iedge formed by these shelves it is usual for stands to 
A lighted window after nine is exceptional, and lights take merchandise to a height of eight feet or more. In 
are seldom used in the daytime. the case of gloves, handbags, hose and all these small You 
The interiors of all stores are frightfully over- articles ,the effect is maddening. Most departinents tool 
crowded. Merchandise to a height of twelve feet on are a jumble, with no attempt at artistic display. it. It 
scores of fixtures, as far as one can see in any direc- Regarding the women’s departments, there is little I desig 
tion, is quite usual. Specialty shops within stores one can say except what appears under Paris display. + on 
does not find here. The extensive use of mannequins Printemps’ is much the same; no accessories show 8 
for window display is repeated in the interior of the in departments or windows. bai 
women’s department. All through these departments Royal Hansman, a high-grade clothing shop, is with 
one finds mannequins herded together on the floor, slightly modern in manner in the building of the Royal feat 
roped off with large “Do Not Touch” signs. Twelve Hansman Hotel. It is not in the least extreme. has until 
to fourteen figures in a group, close together like an very stocky small windows, and foot, side and head In tl 
old-time waxwork! No attempt at appropriate or lights, but altogether there is not 150-watt illumination. we 
special lighting! This we have improved upon, as in Arts Frangaise, 166 Frombourg Street, Havre, is a light 
many of our stores we have here and there a manne- new concern, stressing the French form of modernism : : 
quin wearing some feature gown or coat, spotlighted in all things for the home. Many of the pieces are very - 
and on an elevation. The effect is charming and im- ornate, and others are designed by artists who are well i 
pressive. known at home. The following were outstanding: tical 
I was quite unable to ascertain if there was any real Glass by Daum; lamps of glass by Perzel; ornaments are 
reason for the types of displays seen, as the French by Jean Besuard; porcelain by Sue & Mare; office fur- witl 
believe that anything they do is perfect, so there is no niture by J. J. Adnet; red mahogany upholstered in 
room for controversy. Special lighting is designed by black patent leather, top of table also upholstered 
an artist on the staff of whatever company gets the con- (dining room), by Maurice Dufrene; dining room suite 
tract. This is general, I find, on this side. In no de- in rosewood, sycamore and ebony, handles of copper, 
partment store in Paris have I seen any decorative silver plated, by J. J. Adnet (a senior member of this 
pieces or posters used in the interior, which is contrary firm) ; several beautiful lounge pieces made of wood 
to what I had heard in the United States. called Coupe d’amboine, designed by Maurice Dufrene. 
The Galeries Lafayette crams its windows so full Pierre Dumas’ factories and studio took three and 
it is impossible to analyze the thought back of the dis- (Continued on page 69) 13 
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Spectacular or Restrained 
.... Intricate or Simple.... 


It’s all the 
same to the 


You will never know what a really magical 
tool the Cutawl is until you have actually tried 
it. Its ability to cut patterns of intricate and lacy for everyone. 


design—the ease with which 
it glides over the work—its 
unerring accuracy—the speed 
with which it operates—these 
features cannot be appreciated 
until the Cutawl is put to use. 
In the new model K6 Cutawl 
we offer you a tool that is 
light, portable, compact and 
entirely self-contained. It cuts 
in any plane—horizontal, ver- 
tical, or oblique. Adiustments 
are made easily end quickly 
without the use of any tool. 
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Through the courtesy of Harry 
L. Tupp, 202 West Seventh St., 
Wilmington, Delaware, we are 
privileged to reproduce this dis- 
play. Mr. Tupp uses it to 
advertise his sign business, and 
writes us as follows: 


“The buildings are done in different 
colors of stucco and stone masonry work, 
and all ef the architectural work stands 
out in contrasting colors. 


“The floors are illuminated inside; a!l 
windows are illuminated and decorated 
with modern displays and background 
work. Show cards and posters add to 
the modern window displays. Modern 
valances at the tors of the windows, 
shades and curtains add to the second 
floor windows. 


‘The dentist sign on the corner building 
is electric, flashing off and on; the bun- 
galow sign in the center of the building 
is also illuminated. The signs on the 
buildings are all raised letters with 
modern color combinations, and _ the 
lettering is done in modern styles of 
gold work. The bank signs are a good 
imitation of cast bronze. In fact, every 
type of sign is represented. 


‘The corner lights are illuminated; there 
is a fire plug, no parking stand, and mail 
box. With the exception of the two 
corner lights the entire display was de- 
signed and constructed in our studios. 


’ ‘All cut-out work was done with the 

















For cutting signs, screens, panels, floor 
blocks, valances, ledge pieces, stencils, 
cornices, bases, flower designs, mannequin 
cut-outs, etc., the new model K6 Cutawi 
is unequalled. Portable; compact; power- 
ful; deep © cutting; accurate cutting; 
quickly adjustable. 








new model Cutawl.” 





And its simplicity of operation makes new 
and finer standards of workmanship possible 


You are in the business of 
making signs and displays for 
the money it pays you. If the 
Cutawl will enable you to do 
more work and better work, 
then surely you will want to 
use it. So confident are we that 
this practical tool will open up 
new fields of opportunity that 
we shall be glad to send it to 
you for a 10-day FREE trial. 
Write for the details of this 
offer today—it obligates you 
in no way. 


Tue INTERNATIONAL REGISTER Co. 


13 SOUTH THROOP ST. 


CHICAGO, ILL., U. S. A. 
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innine With S coed Events 
u 


Women Find Play for Talents in Promotional Work Where 
Understanding of Feminine Psychology Isa Dominant Factor 


By HELEN WALSER 


Flamingo Art & Advertising Co., New York City 


HE buying public—and it is composed largely 
of women—is growing more and more diffi- 
cult to cater to. The department stores were 
the first to awaken to this fact, and much 

sooner than manufacturers and independent merchants. 
How to satisfy their customers to induce them to buy, 
to invent new contraptions for their comfort, to en- 
hance their beauty? Who better could do these things 
than women themselves ? 

It took a long time for the bulk of men to realize 
this fact, and to get the habit of listening with serious 
consideration to advice from women, even when it was 
about women. They only became seriously interested 
when they saw how their pocket books were so advan- 
tageously affected. By the change it seems as if over- 
night an army of women have penetrated into the busi- 
ness world. Only a fortnight ago one of the best known 
department stores in New York announced a woman 
had been elected to their board of directors, the first 
woman known to have been called to such a position. 
Who is responsible for the clever selling copy for the 
caption, “It’s Smart to Be Thrifty?” Who is respon- 
sible for the return of cottons into fashionable favor, 
and for the slogan, “Cottons are Fashion-Correct ?” 
Why are stylists and women buyers now part of every 
progressive firm, whether it sells fabrics or refriger- 
ators? Because “Women Know What Women Want.” 

The value of feminine opinion is more strikingly 
evident in many of our leading department stores where 
the feminine influence is felt more poignantly. One 
store, which, because of its undesirable position, had 
gradually lost favor, has changed its appearance com- 


The Little Shop 
for Beach Fashions 
at Best’s, . 
New York City. 
Counters Are 
Built-in Cabanes 
With Yellow and 
White Awnings. 





pletely in the last two years—in greater part due to the 
advertising manager, a woman, who, among other 
things, has found ways and means of transforming a 
basement into a most attractive addition, with none of 
the cheap, bargain look that the basement stores gener- 
ally have. No mark-down here or cheap merchandise. 

Another very splendid advertising stunt of this 
same store was their theatre exhibit, which created 
almost world-wide interest. The advertising manager 
assembled an extremely rare collection of the actresses’ 
and actors’ photographs, tetters, billboards and_pro- 
grams, some dating ‘back to more than a century ago, 
relating to notable theatre performances. The exhibit 
was the talk of the town and greatly aided the store's 
sales. 

Another store well known on the Avenue, espe- 
cially in the last few weeks, for having the distinction 
of being the first store to possess a woman elected to 
the board of executives, has arranged many other in- 
teresting features—the Little Shop for Beach Fashions, 
where a woman can in a few minutes assemble her 
summer wardrobe while she sees herself already in a 
real sunshiny atmosphere. Awnings and sunlight lend 
their effects, and, in order to complete the informality, 
the sales ladies are dressed in orange overalls and 
yellow chukker shirts. The smart shopper whose time 
is her own loves this informal atmosphere. She appre- 
ciates also the possibility of finding her entire wardrobe 
at one spot. 

Another innovation is found in a large department 
stores which caters to the prosperous Jersey suburbs. 
The store has practically no transient purchasers, and 


The Theatrical 
Touch Given 
Mary Lewis’ 
Innovation— 

Sales Girls 

Dressed in 

Yellow and 
Orange Overalls. 
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can, therefore, easily analyze its clientele. The tact and 
diplomacy of a woman, having carefully studied the 
customers, is responsible for the tremendous popularity 
of the store’s special department for large women, 
which is better patronized than any other section. Here 
the matrons of the vicinity, mostly of Nordic extrac- 
tion, prosperous and comfortable, make their head- 
quarters. Here all the sales women are carefully 
vroomed and chosen from women wearing large sizes. 
Gray-haired models circulate throughout the depart- 
ment, showing the large size garments to best advan- 
tage, and not one painfully thin or a young size 16 is 
included in the group. The stout women in this con- 
genial atmosphere actually feel proud of being so 
stately and healthy and prosperous looking. 

Another clever innovation by a woman in this same 
store are the stock rooms in the ready-to-wear section. 
Any woman knows the difficulty of being suited in a 
department store if she does not happen to be waited 
on by a gracious sales girl who knows her stock, or 
who can tell from the descriptions she gets what sort 
of thing the purchaser wants. Many times we women 
go into department stores famous for the size and 
variety of their stocks, describe to the sales woman 
what we want, only to have her return with the wrong 
colors, the wrong lines and the wrong sizes. Usually 
the things she brings are what were easy to find, or her 
own private idea of what we ought to wear. Woe unto 
us if we so much as poke our heads and a pointing 
finger into the wilds of the stock room. A woman who 
realized this difficulty has designed the stock rooms so 
that the purchaser can see what is in them and direct 
the sales woman as to which dresses she wishes to try 
on. The stock is hung on attractive modernistic racks 
in glass-enclosed aisles, perfectly visible from the out- 
side, and the woman buyer can direct the sales girl to 
just the dress she wants. 


Women buyers of women’s clothes now compose 
two--thirds of all the buyers in the ready-to-wear field. 
It is interesting to note the difference in psychology 
governing these two groups. A man buyer will look 
over a line and say to himself, “This line is good, the 
dresses are well made, materials of good quality, dark 
grounds, etc. They ought to sell well at $39.50,” “or 
“At the summer sales such and such an out-of-town 
store ought to like these,” and he’ll buy in quantities. 

The woman buyer, on the other hand, says to her- 
self: “This line might do, but the colors are bad, the 
plain fronts will show spots, the big patterns will make 
the women look too short. That model with the pleats 
in the back will have to be pleated often, the lingerie 
collars and cuffs on that last one are not detachable,” 
etc. In other words, the woman buyer puts herself 
into the clothes she is buying, which brings us back to 
our original point. “Women Know What Women 
Want” to wear, own, to see in their homes, to read, to 
sew or to play at. That is why the men who finance 
the types of business which court the favor of women 
find it to their advantage now to listen to the counsel 
of women, not only to grace their bed and board, but 
to utilize their mental abilities, appreciation of practical 
ideas, facts, experience and charm. These are real and 
very vital assets to be made use of for the welfare of 
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the entire world. They need not fear that they will 
lose their supremacy in business, for women are too 
clever ever to want to take away from them their 
nominal titles as chieftains of the human race, builders 
for humanity and creators of the great business world. 


With the New York Displayman 


(Continued from page 17) 
Other mannikins stood expectantly on deck and peered 
through the portholes. On the pier porters mingled 
with shiny new trunks and luggage. The top of the 
boat bore the legend, “For Travel 1929,” in large black 
letters, and the life preservers read “Russek’s Line.” 

Overalls and bathing costumes were exhibited by 
F. R. Stevens at McCreery’s on two mannikins, one 
sitting in a chair’and the other entering the door of a 
Spanish stucco bungalow. Both models wore large 
straw sombreros, and a huge black sombrero was placed 
at one end on a stand. The floor was strewn with 
rubber animals, cosmetics, cameras and other beach 
black and old-fashioned wall draperies. 

Two compelling windows of a travel series at Gim- 
bel’s realistically depicted railway baggage cars. Each 
revealed a view of the side of a baggage car with the 
sliding door rolled back, exposing the tightly heaped 
bags, suitcases and trunks: The floor of the window 
suggested the station platform and contained additional 
luggage ready to be loaded. 

At Stern’s, Biggs devoted his windows to travel and 
baggage. The backgrounds were tall sectional screens, 
stuccoed in oyster’ white and ornamented with vivid 
travel posters. 





Ragidom Notes 


A SPARKLING display of colored kitchen utensils 

was observed at Macy’s. These were arranged in 
interesting order on the shelves of a wooden back- 
ground that resembled the interior of modern cabinets. 
. . . A week or so ago Altman’s went in for interiors 
interiors of airplanes, yachts, libraries. The interior of 
the airplane lounge was splendid. The airplane rested 
on grass matting and a side was removed so you could 
see the lounge of a Fokker Airline ship. A girl avia- 
trix in flying costume stood at one end. .. . In the 
Ampica Tower Building pedestrians were confronted 
with the sight of a baby grand piano wrapped up into 
a package with purple and gold strips of crepe paper 
and tied with a large bow of ribbon. The card an- 
nounced something to this effect: “For four years one 
of the oldest piano makers has been working to pro- 
duce a baby grand of startling beauty and richness of 
tone. It will be unveiled at one o’clock, May 15.” .. . 
A current display by Arkow at Arnold Constable's 
shows three mannikins attired in dresses made from 
Japanese scarfing material. The beautiful designs and 
coloring of this fabric adapt it to striking daytime 
frocks of simple lines. The furniture was Japanese 
wicker and the floor covering of heavy grass matting, 
while the smoking accessories were Oriental in tone. 
Early in the month a window at this store that served 
as a magnet for hundreds of spectators was based on 
Mother’s Day. It was divided into three sections by 
partitions. In the center section Whistler’s painting of 
a mother was simulated by a gray-haired model. 
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“DispLAY ‘DEPARTMENT OPERATION 


Y entire department is 
now being arranged 
upon a_ systematic 
basis,” says August J. 

Roeder, display manager for the William H. Block 
Company, of Indianapolis. “Five individual rooms 
and a dummy show window have just been completed. 
These rooms are built so that one side has shelving 
for flowers, fixtures and miscellaneous items, while the 
rest of the floor space is used for storing furniture, 
fixtures and other items. 

‘One man is appointed to have charge of each room 
and is held responsible for all display equipment stored 
in the unit. This method serves the purpose for which 
it was intended—to enable quick changes in our dis- 
plays and to eliminate overtime. My work has now 
been placed upon such a basis that we never work later 
than eight o’clock on Saturday night and change prac- 
tically all windows successfully on Saturday. 

“In receiving merchandise for window display we 
always approach the buyer or assistant to help us select 
it, because they know more about the fashionable items 
in their department. We also have the schedules mailed 
us, such as “Fashion Coordinator,” which is posted on 
a bulletin board recently installed in our department, 
which keeps us up in the vogue of the minute. 

“When a ttimmer receives merchandise from differ- 
ent departments for display purposes he must have a 
book which carries three different sheets—first, origi- 
nal; second, duplicate; third, triplicate—as shown in 
accompanying illustrations. 

“The original is taken from the book and given to 





MEMORANDUM OF MERCHANDISE TO BE 
DISPLAYED 
ING): oli ee Bee. roe. el 
To Display Department Manager: The following 
items of merchandise have been selected to be displayed 
on................(date) and will be charged to your 
department until returned . 


| 
Quantity | Descriptionof Merchandise | Price | Retail 
| | 











| 
| 





| All of the above merchan- 
Date............ || dise has been received by me 
All of the above || to be displayed in 

merchandise has geen || Window No ....on........... 
received into stock. (Date) 

sarees | 

| 

| 


ste dndshe pisten See eee ch secede 
Dept. Mgr. 





This is the fourth of a series outlining the 

methods of administration and records used 

by leading display departments throughout 
the country. ’ i 











the buyer, who in turn is to send 
it to the superintendent’s office. 
The duplicate is to be held by the 
buyer and the triplicate is held 
by the trimmer. On the return of the merchandise the 
trimmer gets the signature of the buyer on the duplicate 
and sends these two copies to the superintendent’s 
office to show that the items listed on the original have 
been returned. 

“This method is a very simple yet effective way of 
listing merchandise going to and from the windows. 

“In the past year overcoming obstacles was by no 
means an easy task. Taking my Palm Beach windows 
as an example, we employed large panels and back- 
grounds in two-tone shades of green and yellow, which 
later served for our spring opening windows. We 
made smaller screens from the huge panels and applique 
yellow which was used in the smaller panels and the 
remnants were used for covering platforms. 

“Each display is planned to serve for four or five dis- 
plays after it is dismantled. This we are acomplishing 
successfully, and the results are that the firm, realizing 
and seeing this, lets us go a step farther, which enables 
us to carry out better ideas on a more economical basis. 
We have not as yet adopted a plan for charging various 
departments for displays, but I am now working in that 
direction.” 

“Our administrative methods are very simple and 
yet wholly effective,” says M. H. Luber, display man- 
ager for the Killian Company, of Cedar Rapids, Iowa. 
“All of our special events are planned and worked out 

(Continued on page 52) 





SIGN REQUISITION 
_Important : To obtain signs, fill out order, stating 
size, position on card, number wanted, and department 
number. Have order O.K.’d by department manager 
and deliver to card writer at the same time advertising 
copy, if any is submitted to the advertising department. 
. WRITE PLAINLY 
Signs must be ordered before 9 a.m. on day wanted, 
and for bargain squares by 5 p.m. before day wanted. 











No. | Size | Wording | Price 
| 
| | 
| | 
Sa EE Ge EE Be 2 
| fine ene 
O. K’d by | Dept. No. | 
| | 
Time | | Time 
Ordered | | Wanted 
| 
| | 











Forms Used by M. H. Luber, Display Manager for the Killian Co., Cedar Rapids, Iowa. 
At the Left is the Merchandise Memo; at the Right the Sign Requisition 
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pe oy eCcorations 


Chicago affords the most compiete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations and Artificial Flowers 





CHICAGO CARDBOARD CO. 
664-670 Washington Blvd. 


Art Poster Card and Mat Board 





CHICAGO DISPLAY MART, INC. 
178 W. Jackson Blvd., Room 713 


Window Display Fixtures—60 Exhibito-:s 





CORNELL WOOD PRODUCTS CO. 
190 N. State Street 


Cornell Wood Board 





CURTIS-LEGER FIXTURE CO. 
239 W. Jackson Blvd. 


Wax Figures and Display Fixtures 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 





PAASCHE AIR BRUSH CO. 
- 1902 Diversey Parkway 


Air Brushes and Accessories 





REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 





G. REISING & CO. 
229 W. Austin Avenue 


Better Artificial Flowers 





REYNOLDS ELECTRIC CoO. 
2677 W. Congress Street 


Reco Color Lighting Equipment 





GEO. E. WATSON CO. 
164 W. Lake Street 


Lettering Brushes and Supplies 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and recommended 


tc progressive purchasers by the 


Buyers Service Bureau of the DISPLAY WORLD 


Write for Catalogues! 








Copyright, 1924, by The Display Publishing Ce 
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SOUND and (?OLOR are KIN 


The Sukstance of Color and the Mode of Apprehending It Are Akin 
to Sound and Its Reception—The Sensitivity of the Receiving Men- 
tality Is Indicated by Preferences for Definite Tones and Hues 


By J. E. SIMONS 


HE substance of color and the operation of 
color is identical with that of sound. In ex- 
plaining the idea of color, sound will be used, 
for the reason that greater developments have 

been made in the realm of sound, or at least we are 
mote familiar with the development in the sound realm 
than in the color realm. : 

We know that the finest strings of the piano, or 
any other stringed instrument, when struck or picked, 
vibrate faster than the heavier and not so tightly drawn 
strings. The mere vibration of the string does not pro- 
duce sound in any sense of the word, but the string 
vibrating in the air produces an atmospheric motion or 
a series of ether waves that eventually, in their travels, 
reach the mechanism of the ear and produce the effect 
upon the drum. According to the speed of vibration of 
the ear drum, we express ourselves as to the degree 
of pitch in sound. 

If this article were being broadcast by some broad- 
casting station’ and you had no receiving set to pick it 
up, you could not be listening in, for there would be no 
broadcasting as far as you were concerned. Neverthe- 
less ,the broadcasting would be just as effective, and 
those who had receiving sets would be able to hear. 
The point is this—the broadcasting is on what we call 
a wave length. This wave length is a vibration, and 
when this vibration is picked up by the receiving set it 
puts in motion a diaphragm in the loud speaker. This 
in turn produces air waves, or air vibrations, and these 
travel over and finally act upon the mechanism of the 
ear and we are able to hear the program. If one were 
deaf he would not be able to hear, but those that were 
not deaf would be. The wave motion of vibration is 
present, regardless of whether there is an ear handy to 
pick up the sound or not. By this it is apparent that 
it is just as necessary to have an ear to convert the 
vibrations into mental concept of sound as it is to have 
the receiving set to convert the broadcast into sounds. 
This is proof of the fact that where there is no ear 
there is no sound, for sound is merely a mental regis- 
tration, or a mental concept of a vibration. 


HIS being true of sound, it is also true of light. The 

colors we recognize are merely a mental concept of 
a vibration of light waves, which we have been taught 
to call color. When you use the telephone your voice 
does not carry over the wire. You merely speak into a 
receiver, back of which is a little diaphragm ; the sound 
of the voice vibrates this diaphragm, then, by an elec- 
trical make-and-break connection, the vibrating of this 
diaphragm electrically operates and vibrates the dia- 
phragm in the receiver at the other end of the line. 





DR. J. E. SIMONS 

The two diaphragms, operating in unison with the same 
vibratory speeds, render your voice to the listener, just 
as it is spoken into the transmitter, but the only thing 
carried along the wire is the electrical current operating 
the diaphragm. You might talk until doomsday over 
the telephone, but if no one were listenening at the other 
end you might just as well not be talking. The vibra- 
tions would be operating just the same, but if there 
were no ear to convert this vibration into mental con- 
cept of sound there would be no sound—just the vibra- 
tion. So we are safe to say that sound is simply a 
mental reaction to a vibration, or that we have been 
taught to recognize certain vibrations consciously and 
express them in terms of sound. The atmosphere 
around us is one continual stir of vibrations, but if 
there were no ear or mentality to interpret these vibra- 
tions into sound or color, you may readily see that there 
would be no hearing or seeing. The vibrations would 
exist, but if there were no ear or eye to catch the vibra- 
tions hearing and seeing would be impossible. You do 
no hear with your ear; the ear is the instrument that 
catches the vibration. You hear in your head. You 
do not see with the eye; the eye is the instrument that 
transforms the vibrations into a sense of sight. 

If a certain thing is not agreeable to our taste, we 
do not have to eat it, and if an odor is not to our liking 
we devise some means of separating it from us. If a 
thing does not sound right we tune it out or shut it off, 
and if something does not feel good we make a change. 
But there are some things in this world which we can- 
not escape. This brings us over to the sense of sight 
and a realization of certain active influences that have 
their effects, even though they are unseen. In Vol. 15. 
“Book of Wonders,” we find— 
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A THOUSAND DISPLAYS 


New and original in form and decorative design, Futura Display Units are 
moderne, beautiful . . . . excellent examples of the best taste in the new art. 
They are interchangeable . . . gleaming in gold on one side, shimmering in sil- 
ver on the other, with contrasting surfaces and futuristic designs in solid black. 


Futura Display Units can be arranged in thousands of different displays. . . 
each one both artistic and practical; in windows, show cases and on counters. 
Built of heavy board, they will sustain more weight than they will ever be 
called upon to bear. They are instantly adaptable to large or small displays— 
units range from 2” to 30” in height. Display surfaces are 6” wide. 


Set of 50 Pieces--- $35.00 


There are ten different units in the Kutura Display. Multiples of these 
units in correct numerical sacha comprise the Standard Set of 
50 pieces. Each unit is also priced separately for Displaymen who 
wish to make their own selections. =Price list of individual units 

will be sent on request. Use the coypon below. 


See Futura at the Show 


Futura Display Units are on exhibit in 

Room 444A, Fourth Floor, Hotel Stevens, 

Chicago, June 17th to 20th, at the Convention 

- the -International Association of Display 
en. 


fuluteA = 
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Mail This 


Coupon 


to 


The Schoepfel Co. 


2828 BEEKMAN ST. 
CINCINNATI, O. 
Please send me complete literature on Futura 


Display Units, together with price list on 
individual units. No obligation. 
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SIMONS FIRST TO REDUCE COLOR COMBINATIONS TO A SYSTEM | 


i the series of discussion of color by Dr. J. E. Simons, 

which will appear consecutively during the remainder 
of the year, DISPLAY WORLD presents the most valu- 
-able contribution it has yet made to the display profes- 
sion. Everyone connected with the craft is interested in 
accurate use of color because of its attraction powers, but 
no method has previously been outlined that reduced it 
to a system. Cumbersome charts have been prepared that 
called for inspection every time a display was prepared. 
Dr. Simons is the first student of color to scrap this 
method and to base selection upon a mathematical basis. 
“This,” he declares, “is absolutely possible of accomplish- 





ment by such a simple system that any fifth grade student 
could readily handle the problem. I am writing these ar- | 
ticles on color in a way that each chapter will lead up | 
to the point where the methods of figuring will be readily 
understood when wé have advanced that far. Without this 
preparation the mathematics of color would be difficult 
to understand by most persons who attempted its solution. 
The system is original and protected by copyright and the 
DISPLAY WORLD will be the first magazine to publish 
same. It is imperative that the readers of these ar- 
ticles keep on file each individual chapter for ready 
reference.” 








“We know that what we call light is a wave 
motion in the ether, just as we know that: what we 
call sound is a wave motion of another kind in the 

~ air; but there still remains the question for us to ask 
and answer, if we can, ‘Why does the one kind of a 
wave motion produce in our brain the effect we call 
light, and the other kind of a wave motion the effect 
we call sounds?’ What we call light and sound are 
the consequences of the behavior of those parts of 
our brain, which correspond to them.” 


Again, in the “Book of Our Own Life,” Vol. 9, we 
read : 

“Another of the things that enter the body is light. 

Under this we may not only include visible light that 

strikes the eyes and the skin, but also all kinds of 

invisible radiation from the sun and from the atoms 

of the air, which also strike our bodies. And we 

know that nothing is ever lost. Something must 

happen to them, and the fact that they enter the body 
just as surely as water or air or bread does, should 

not be forgotten.” 

As there is no sound where there is no ear, neither 
is there color where there is no eye to interpret this 
vibration to the brain or mentality in terms that we 
know of as color. However, these vibrations are pres- 
ent just the same, and are effective, regardless of 
whether they can or cannot be seen. Since sound 1s a 
vibration which acts upon the mechanism of the ear, 
the speed of this vibration determines what tone of 
sound we will recognize. Color, being a vibration of 
light, the speed of the vibration registers the color or 
degree of color of which we are conscious. So we say 
that both sound and color are merely a mental registra- 
tion of a vibration. If the mechanism of the eye were 
changed to act upon that portion of the brain that con- 
trols the sense of hearing, and the nerves that controi 
the sense of hearing were changed to contact with that 
part of the brain that recognizes light and color, then it 
might be possible to hear the vibrations of light and 
color and see the vibrations that produce sound. It 
might be surprising to know that the sound would be 
the same and the light would be the same, regardless 
of the switching of the nerve centers. We may pre- 
sume from this that if we are very partial to certain 
colors, or that certain color combinations please us to a 
greater degree than others, these same vibrations of 
sight could be changed to the vibrations of sound and 
the sounds thus produced would be as pleasing to the 
sense of-hearing as the colors were to the sense of 
sight. The point is this: We will say there is only one 
vibration, and when that vibration is picked up. by the 


ear it is sound, and when the same vibration is picked 
up by the sense of sight it is color. The eye and the 
ear are the physical means of producing a consciousness 
of a vibration of either light or sound. 


WILL venture to say that the trained musician, after 

going over this idea sevéral times, could tell the color 
likes and dislikes of any person as fast as he could 
make known his preference for certain kinds of music, 
or as soon as the reactions of a person to certain chords 
of sound could be learned. You will find a-great num- 
ber of people who are very fond of the music of the 
violin; others prefer the cello, and still others get their 
greatest thrill from the’ flute or the piccolo. Some will 
travel miles to hear a good cornetist, and there are 
others whose whole sense of music is satisfied with the 
boom! boom! of the bass drum and the clash of the 
cymbals. It is rather difficult to analyze the reason for 
the liking of various sounds by different individuals, 
but it is an easy matter to analyze a person’s likes for 
colors when you have found his preference for sounds. 
For instance, if one is fond of the tone produced by 
the fine and rapid vibrations of the violin string, 
which would be the fastest sound vibrations of which 
the instrument was capable, then it could be taken for 
granted that such a person would like the fastest speed 
of light vibration in the same degree of fineness of the 
musical vibration. As red is the fastest color vibration, 
reduced to a degree of fineness that we would call pink 
or rose, you will find these are favorite shades for the 
music lover of the vibrations above described. He who 
is enraptured by the full vibratory swing of the ’cello 
or bass viol, would naturally have a preference for the 
lower vibratory light speeds in their greatest depths. 
These slower vibratory speeds would be productive of 
blues and greens and all the colors on the minus side 
of the spectrum. Those who are partial to the soprano 
solo haven’t as keen a sense of musical balance as those 
who prefer the voices of the quartette. But they are 
more found of the delicate colors in pure tones than 
those who prefer the voice of the contralto, for they 
like brilliance, but in subdued tones. The person liking 
the combination of voices will prefer a greater color 
range to please the sight, just as he desires a greater 
sound range to satisfy his hearing. The refinement 
expressed in appreciation of the better class of music 
in the same degree is expressed in personal attire and 
habits. Accordingly, we may take it for granted that 
the individual whose whole sense of music is satisfied 
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In Stock - Will Be 
Shipped Same Day 


| Solidly Constructed 
| to Hold 150 Pounds 
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| Made of heavy fibre board in three finishes 


Dark Walnut Veneer Sides, Natural Veneer Tops, Black Bottoms—Pebble Finish Silver 
Sides and Tops, Black Bottoms—Pebble Finish Gold Sides and Tops, Black Bottoms. 


AD BLOX SET No. 2 


8 Pieces 


A very practical set for smaller 
windows, or where only a small 
unit is wanted for the center of 
a display. This set is also suit- 
able for all types of merchandise. 


Set consists of 1 unit 9x9x24 
inches, 2 units 9x9x18 inches, 
2 units 9x9x9 inches, 1 unit 
9x9x15 inches, and 2 units tri- 
angular in shape, one-half of a 
9x9x9 inch cube. Sold in com- 
plete sets only. 
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Be sure to specify color wanted. 
This set can be arranged over one 
hundred different ways. 


Per Set (8 Pieces) $13.00 


Four other sets are illustrated in 
our new Ad-Blox Displayer cir- 
cular, a copy of which we will be 
pleased to send you. Each set has 
hundreds of uses. An unlimited 
number of arrangements are pos- 
sible with each set. They are 
adaptable to every type of mer- 
chandise a few of which are shoes, 
men’s and ladies’ furnishings, 
stationery, bags, purses jewelry, 
notions, and electrical appliances. 
Department stores will find them 
very practical, and each depart- 
ment can find use for one or more 
sets. 
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Write today for this circular 


Showing One Possible Trim on Set No. 2 
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THE ADLER-JONES CO. 


649 So. Wells St.,. CHICAGO 
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What the Germans Are Doing—Left, Burroughs Adding Machines as Shown by Glogowski & Company, Berlin—The Machine is 
Converted Into the Color Bearer of a Company of Numerals in Military Formation—The Banner Reads, “Burroughs Goes 
Straight to the Goal”—At the Right is a Typically Teuton Silk Drape 


by the Indian tom-tom, the lonesome beating of the 
drum, or the ear-splitting crash of the cymbals is of 
that type that would get pleasure from the sound pro- 
duced by inhaling his coffee or gurgling his souup. 
We do not expect to see the same balance displayed by 
the lover of jazz as would be shown by the lover of the 
classics and all that goes together to produce the finest 
aspects of life. 


OLOR can be appreciated by those only who have 

an aptitude for colors; only those who appreciate 
music that have a sense of sound harmony. In music 
it is an established fact that certain combinations of 
notes used together to produce beautiful harmony. It is 
certain that there is no chance for a discord if just one 
note is struck, or the octave of it up or down the scale. 
Take middle “C,” for instance, and strike every “C” 
on the piano; there will always be a similarity of sound, 
because no new note has been struck—only the one note 
sounding or vibrating higher or lower. But the very 
moment more than one note is struck at the same time 
there is danger of discord. If a player strikes any five 
or six notes at random, there is little likelihood that 
harmony will result ; but if the proper chords are struck 
there is a wonderful development of harmony. In the 
use of color the same facts apply absolutely. There is 
one unalterable principle to be considered. In order 
to produce harmony, the elements making harmony, 
either in music or color, must always vibrate in perfect 
unison—must be correlated in some respect. The 
beauty and charm of music and color come in the 
amount of variety one can produce and still maintain 
a unity, and this is a matter of proportion or accent. 

Think how useless a sound note is in itseli—the 
effectiveness is limited. Think how marvelous are the 
sound notes giving us our music. Imagine the ineffec- 
tiveness of one lone color in comparison to the loveli- 
ness or effect of color combinations. Make your color 
combinations attractive—have them thrill with an im- 
pelling force, just as you would like to have your music 
registered through the ear. It will be evident, then, that 
if each note on the piano has a distinct sound, or if 
musical harmony is founded on the fact. that it is pos- 
sible for three distinct sounds to be grouped together 


harmoniously to form different chords, then in our 
color practice we must use some of the rules of music 
to keep each color note clear and distinct in our com- 
positions. We must use the same logic in grouping our 
colors together that we would in grouping our music 
into perfect concord. 


T is a fallacy for anyone to believe that beautiful and 

lovely color combinations are dependent only on good 
judgment and personal taste, even as it is unreasonable 
to expect a person with no musical training or study to 
create lovely tone harmonies. A discord in color is to 
be avoided, just as a discord in music should be. It is 
fortunate, indeed, that all sounds possible of being pro- 
duced were not used, and that only a few were selected 
which could readily be heard. Music appreciation is 
universal—we can understand it, interpret it and enjoy 
it. It is well that balance, proportion, emphasis and 
rhythm formed the basis for musical harmony and com- 
position rather than the discovery of new sounds or 
notes. It is just as fortunate that color combination, 
no matter where or how used, demands contrast in tone 
and arrangement of tones, just as in music; also em- 
phasis and balance in place of a nondescript arrange- 
ment of indistinct tones, lines and what-not used indis- 
criminately. Only definite spacing and balance of tones 
produce harmony. It is not the number of different 
tones that count, but the proper use of the limited 
number. So it is with color—we find its charm and 
effectiveness does not lie in an unlimited, unrelated 
number of colors massed together, but rather in the 
arrangement of a few colors that will give a sense of 
balance and proportion. 

There is an undisputed relationship between archi- 
tecture, literature, drama, music and color. Do we not 
consider architecture basically as a division of space 
into harmonious space proportions? Then why should 
we, not consider color in the same way and create a 
color harmony by appealing arrangement of things into 
color ratios, giving variety, proportion and balance? 
Every real art has a scientific basis, and of late artists 
have come to realize more and more that if any genuine 
progress is to be made in the understanding of color, 

(Continued on page 49) 
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OMETHING ELSE. TOO~ I. A. D. M. Convention 


Our facilities are at your service for plan- 
ning and constructing 


CUSTOM BUILT DISPLAYS 


of metals, woods or glass. Very reasonable 
charges for exceptionally good and accu- 
rate workmanship. Your ideas carried out 
with strict confidence. 


This service along with our regular line of 


ILLUMINATED GLASS 
DISPLAYS 


will present many new fossi- 
bilities for expressing indi- 
viduality in 





Your ag Decoration! — ogy per YOUR DISPLAYS 

superbly attractive ointe trys Se eat 

Glass Illuminated Stars. Adaptable to Inquiries invited. 

pn ogg Rog 24 bl ge Hee pe Our Line Can Be Seen at Display Center, 
retailers after using them. 1440 Broadway, New York City 





The George F. Jones Co. 
Illuminated Glass Displays 
JEANNETTE - - - - - - - PENNA. 














The Finest Lighting for the Finest Displays 


Sterling: 


yey 












Sterling Reflector No. 251 


A popular Reflector from the Sterling 
line that is being used successfully in 
the Show Windows of leading stores. 








Reflector & Illuminating Co. 
Manufacturers and Engineers 

1403 Jackson Blvd. Chicago, U. S. = 

REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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An Epic of Progress—‘Fulton’s Folly,” the Clermont 
Contrasted with a Modern Ocean Liner 


ACK to the Beginning” and ‘Forward to 
Futurity” interpretations of the anniversary 
theme have been very common and as popu- 
lar as they were usual. The average man or 

woman finds these expositions of what has gone on 
before and the speculations as to what the future holds 
for the community absorbingly interesting. And so 
display managers continue year after year dressing up 
the old idea in new garb and their publics continue to 
throng around their windows and to gaze long and 
eagerly at their creations. 

A little bit different was the background which 
Edward Fraser set for the Union Company’s Thirty- 
fifth anniversary celebration at Columbus, Ohio, this 
year. It embodied the same tributes to progress and 
the same play upon scientific advance. But there was 
no parade of relics nor exhibits of age-yellowed docu- 
ments. Upon art, and art alone, was the burden laid. 

On April 15 the displays went in, opening the two- 
week period of moiling over the anniversary subject. 
At the time no mention of the birthday sale was made, 





Photography, Past and Present—Sitting for the Daguerreotype 
Compared with Photography via Airplane 


WORLD 


cA “Pageant 
of ‘Progress 


Rdenal Fraser, of the Union Co., Columbus, 
Ohio, Gives a New Touch to the Anniversary 
Sale Decorations 


June, 1929 
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Above, The Evolution of the Telephone—The Modern Desk 
Phone Side by Side with the Boxed Instrument: of Two 
Decades Back; Below, Colonial Town Crier and Console Radio 


and scarcely a hint was given ofthe purpose behind the 
colorful panels which constituted the decorative fea- 
tures. But this did not prevent, andy in fact, aided in 
producing passer interest. 

There were eighteen of the poster panels, each pre- 
senting a comparison of past and presdnt and illustrating 
the profound changes which a few decades have made 
in all of the details of society’s organization. There 
was a sketch of Franklin drawing electricity from the 
cloud via the famous kite and key, and hard by it was 
an outline of the modern wireless station’s antenne 
pushing up into the ether. A town cryer with a hand- 
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And Here We 
Have an Ocean 
Greyhound 
Alongside the 
Many Masted 
Clipper Ship of 
Colonial Times. 


bell was pictured alongside of an idealization of the 
1929 radio set. The box telephone used twenty years 
ago was contrasted with the modern French instrument. 

A sternly visaged gentleman of the fifties sitting 
for a daguerreotype was shown alongside of a panel 
revealing photography by airplane. A monster ocean 
liner loomed up beside a painting of the diminutive 
Clermont, Fulton’s epoch-maker. 

There were contrasts of stage coach and inter- 
urbans, airplane and other advanced means of trans- 
portation; the faithful Dobbin of yesterday and the 
majestic pleasure automobile. 

Fraser had exercised keen judgment in making 
these elements of his background more than mere em- 
bellishments. By dint of hard work he had enlisted 
the services of the Columbus School of Applied Arts: 
Students of this institution had joined in designing and 
executing this “Pageant of Progress,’ ‘and their work 
evoked community enthusiasm. The “home-town” 
spirit, the rapture of a people for the artistic accom- 
plishments of their own folk was called into play and 
vigorously promoted in advertising. 

One garment and accessories to complete an en- 
semble constituted the furnishings for each window, 
and this style was maintained throughout the duration 
of the celebration. Strong spotlights were trained on 
featured garments, and the value of this arrangement 
was enhanced by diminution of the overhead lighting. 
The illumination heightened the color values of the 
panels, whose details were worked up in strong tones 
softened by three shades of gray. Black carpets barred 
floor reflections. 

The displays went into the windows a week before 
the sale began and continued unchanged until the even- 
ing before its opening.’ At that time sale merchandise 
was installed and black cut-out letters seven-eighths of 
an inch high, forming the legend, “35th Anniversary,” 
were placed on the bases of the panels. 

The sale trims did not vary from the style set dur- 
ing the previous thirteen days. The ensembles were 
just as lightly executed and the quantity of merchan- 
dise was just the same. 

The tie-up on the interior was complete but not 
over-elaborate. ‘Pageant of Progress” posters were 





DISPLAY WORLD 35 


It Will Be 
Observed That the 
Panels Fully 
Cover the Sale 
Theme Without 
Evil Effects Upon 
Displays. 


hung up here and there, giving the gala touch essential 
to such an occasion. Lighted decorative pieces graced 
the ledges of the first floor, previously swept bare of 
merchandise trims. 





Cashing In On Counter Trims 


How an Aggressive Druggist Pulls 
Profits from Interior Displays 


A merchandising investigator recently called at a Detroit 

drug store to buy a package of cigarettes. Making his 
purchase, the investigator started to chat about the mild 
weather which had prevailed throughout the winter. “Here 
is a great value this morning,” said the druggist, “a com- 
bination package of shaving cream and shaving lotion—the 
cream is regularly priced at 50 cents, so we are giving away 
the lotion free.” 

The investigator fished down in his pocket for 50 cents 
and bought the combination package. 

“How many of these packages have you sold this morn- 
ing?” he asked. 

The druggist looked at his watch. It was a quarter of 
ten. “We put this display up at fifteen minutes after nine,” 
said the druggist, pointing to a pyramid of packages of the 
shaving cream and lotion. “Then I brought six packages 
over. here to the cigar counter half an hour ago. You are 
the fourth person to buy a package in half an hour. 


“Now we ought to sell fifty to one hundred packages of 
this deai today, because this early morning half-hour is not 
busy at all compared with the noon rush and afternoon trade. 
All the people who bought the deal this morning came in for 
a package of cigarettes, but instead of talking about murder 
stories, football, and next year’s baseball prospects, we talked 
about merchandise. You can sell anything in a store if you 
talk about it.” 

Then the druggist showed the investigator a barrel of 
soap. Some time ago he made up a lot of packages, each 
containing a dozen bars of soap of assorted brands and va- 
rieties. He priced the dozen bars at 59 cents, took an old 
barrel, wrapped some attractive paper around it, made a 
simple price ticket reading, “Soap, Special, 59 Cents Dozen,” 
and put the sign, barrel and all up near the front of the store. 
In just one month he sold five gross of soap from this barrel 
alone This in spite of a lot of extra decorations for Christ- 
mas merchandise and the usual Christmas shopping rush, 
when ordinary things such as soap are often neglected. The 
druggist further stated that he had worked the same plan 
last January with equally gratifying results, adding that it 
was a selling method that could be employed by practically 
any retail store. 
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| BEAUTY and 
the MANNEQUIN 


French Expert Declares That Models Lacking Sufficient 


Attractiveness to Win the Passer’s Attention Are 








OME very in- 
teresting and 
practical com- 
ments on the 
modern psychology un- 
derlying the new man- 
nequins that are now 
so popular come from 
the pen of M. Rodin, 
of Pierre Imans, Paris, 
France. M._ Rodin 
Features of the Imans’ Line-— Speaks with authority, 
Top, Models Finished in Cero- as he represents the 
laque; Below, a Figure in the jargest manufacturer of 
Usual Finish. 
present - day manne- 
quins. Imans, as an artist and the leader in manne- 
quin manufacture, is the style setter in their creation, 
and the principles underlying the newest fashionings 
are exceedingly interesting. 

“As far as mannequins are concerned,” says M. 
Rodin, “modern ideas are praiseworthy if they are 
both distinctive and artistic in the true sense of the 
terms, 1. e., that a mannequin cannot be called artistic 
if it only represents something new. It must also be 
executed with due care and must. possess sufficient 
beauty to be agreeable and pleasant to see. The first 
part to be played by a mannequin is not only to show 
mercahndise but to halt the public and cause them not 
only to look at the display, but at the same moment to 
become interested in the goods. It must be said that 
often the merchandise itself does not interest them to 
such an extent that they stop to see it. 





The Boulevard Haussman Show Rooms of the Imans’ Organization in the French Capital 
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Worthless as Sales Promoters 


“It is the purpose of the mannequin to attract at- 
tention,” continued M. Rodin, in his inimitable French 
way, “and if it is not interesting and attractive enough 
to succeed in doing so, it is absolutely worthless. 

“This is what happened about thirty years ago 
when the most neutral mannequins were used, manne- 
quins without heads. Of course, such figures did not 
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Special Imans’ Displayers for Jewelry and Small Wares; 
Busts and Hands in Wax. 
draw attention away from the merchandise, but they 
did not attract the attention to the merchandise, either. 

“These facts can be pointed out to customers who 
incline toward the neutral mannequin, whose cause has 
been championed chiefly by those who have not. suc- 
ceeded in making interesting 
models. They pretend that a 
mannequin must be inconspicu- 
ous, so that the public will not 
look at it, but only at the mer- 
chandise displayed. This is a 
great error, and proves an abso- 
lute lack of understanding of 
the human mind. A _ person's 
attention must be attracted to 
the display before he can be 
made conscious of the merchan- 
dise that it contains.” 

By way of illustration, he 
pointed to the Imans organiza- 
tion’s latest models, composi- 
tions of cerolaque decorated in 
various shades. Such manne- 
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quins have the feminine shape but do not pretend to 
copy nature. They are executed in a very artistic way, 
but lack the exaggerations that make such creations 
offensive. They are to a certain extent statues which 
can be used to show draped materials for expositions 
of dresses, etc. These mannequins can be decorated in 
all shades, such as very dark blue or imitation black 
marble. 

These mannequins are exceedingly attractive and 
have served their purpose. In addition, however, they 
command attention. When they have done this, they 
sh 
this way serve doubly in presenting it attractively to 
the gaze of the window shopper. 

Further proof of the soundness of his contentions 
is found in illustrations of the regular Imans line. 
These mannequins show how well their creations com- 
mand attention without resorting to the faintest of 
exaggerations. By animated poses, vivacious expres- 
sions and unusual colorings, Imans gives his manne- 
quins a most unusual attention value. And yet, it is 
plainly seen that they enrich the garments by showing 
them at their best on a beautiful figure. At one stroke 
Imans accomplishes the two main purposes of the dis- 
play fixture—commanding attention and displaying 
merchandise in an attractive manner to the prospective 


purchaser. 

Pierre Imans maintains a very wonderful, perma- 
nent display at his Boulevard Haussman Galeries in 
Paris. Here he exhibits all his newest creations, such 
as women in cerolaque, Salcedo children, men in cero- 
laque, etc., all in modern style but having the natural 
appearance necessary to attractive exhibiting of dresses 
and other apparel. 








Pacific Coast Convention In Portland 


City of Roses Takes Over Convention When Everett 
Finds Hotel Facilities Lacking 


HEN Everett, Washington, won the Pacific Coast con 

vention for 1929, the delegates did not reckon with the 
physical assets of their home town. Their enthusiasm and 
their hospitality were unquestionable, but Everett hotels could 
not measure up in the same degree. There wasn’t one in 
town that could afford sufficient space for such an exhibit 
as the Pacific boys staged at their gatherings. 

As the convention neared it became apparent that a change 
must be made and word was sent up and down the coast to 
the officers of the association that a shift must be made 
swiftly. When the news was received by the Portland (Ore.) 
Club they took prompt action to cinch the opportunity. They 
proposed to the officers that the meeting be brought to Port- 
land. It didn’t take much argument to convince the leaders 
of the coast clans that the offer was something to be jumped 
at. They accepted with a readiness that was significantly 
speedy. 

So the convention will be held in the City of Roses on 
September 23, 24 and 25, and the-Portland Club is bending to 
the task of making the affair a rousing success. 





HANDLES, IMANS’ NEW CREATIONS 
The latest versions of commercial mannequins by Pierre 
Imans are distributed in the United States by the Curtis- 
l|eger Fixture Company, 341 South Franklin Street, Chicago, 
''l. Booklets containing descriptions and illustrations of the 
‘ew models can be obtained from them upon request. 
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The Fountain Air Brush 


For Show Card and Si A Writers 
— to Handle and in Order 


Ask Any One of 20,000" sers 





Write for ‘Colses 52 D 


a & Chandler 


913 Van Buren, CHICAGO 




















RAPID SHOW CARD LETTERS 
for making 
Signs, Show Cards and Price Tickets 
Cuttout letters made of extra- heavy gold metallic 
faced cardboard, %, 1 and 2-inch sizes. 
Send for Samples. 
BRAZEAU & COMPANY 
246 West 78th St., New York City 























Electric Turntables 


| Double Store Window Sales at Slight Cost 


ALL KINDS AND SIZES 
Cash, Rent Trial, or Deferred Payment 


| ELECTRIC WINDOW SALESMAN CO. 


46 Cornhill, Boston, Mass. 
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- §. M. MELZER COMPANY 


| C. B.. TRACEY, Sec and Treas. 
DISPLAY FIXTURES--METAL AND Woop 
IN THE MODERN ART 
| Brass Grills—Brass Railings 
| 915 Filbert St. 





Philadelphia, Pa. | 
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If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You're reading this issue and no doubt have found 
it offers a complete review of modern, up-to-date 
window and store display methods and experi- 
ences. You can’t get the full benefit from The 
| DISPLAY WORLD unless you get it regularly, 
| and the cost is only $3.00 per year. Use this order 
_ blank TODAY. 





THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $3.00 for a year’s subscription ta 
een WORLD, 12 issues, beginning with the next 
number 


Add 10c to checks for exchange; 50c¢ addi- 
IMP ORTANT. ‘tional for Canadian and feos orders. 
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GLoveGrip cA warps “PRIZES 


Massachusetts Shoe Manufacturers Wind Up 1928 Display Contest 
with Announcements of Judges’ Decisions; 1927 Winners Prominent 


OR the second time in as many years, the M. N. 
Arnold Shoe Company, of North Abington, 
Mass., has held a display contest. Five hun- 
dred dollars in prizes were awarded and eight 


displaymen participated in the winnings. Several of 





Ese ™ . 


Second Prize in Class B, Trimmed by G. D. Lovett, 
Ober’s, Lawrence, Kans. 


them had shared in the proceeds of the previous con- 
test. This demonstrates the merits of their efforts not 
only through their double success, but by the tests 





First Prize in Class B, by Frank Harmon, Mills & Ward, 
Seattle, Wash. 


through which these rewards were gained. 
The 1927-1928 contest was judged by men outside 
the display profession. Their findings were fairly accu- 


rate, but they did not take into consideration some of 
the elements of successful technique which instantly 
are apparent to displaymen. Profiting by the previous 
year’s experience, the manufacturers asked the Inter- 
national Association of Display Men to nominate one 
of the 1929 judges, and selected the editor of a shoe 
publication as a second member. The two thus chosen 
nominated the third. The result was a committee of 
judges consisting of Arthur D. Anderson, editor of the 
“Boot and Shoe Recorder ;’”” George S. Coulter, assist- 
ant display manager, William Filene Sons Company, 
of Boston, and George E. Prue, head of the window 
decorating department of the Jordan Marsh Company, 
Boston, both of the latter well known to the display 
profession. 

This committee met at Boston on April 9 and spent 
four hours in going over the photographic entries. 
They based their findings upon the windows in accord- 
ance with the following rules: First, The appeal to the 
purchaser ; second, the development of the key thought, 
“Glove-Grip Shoes ;” third, artistic display, proportion 
and balance; fourth, use of materials, fixtures and 
equipment. Not until after their findings had been 
made did the committee learn that they had given prizes 
to several of the leaders in the previous contest. 

William R. Chandler, who took first prize in Class 
A, embracing stores or departments where windows 
were trimmed by professional displaymen, enjoyed the 
distinction for the first time. Of his display the judges 
said: “The selling appeal is very good from a style 
standpoint. Balance and arrangement are excellent. 
The use of color emphasizes the beauty of this window. 
The presence of color is quite a determining factor in 
eye appeal to the customer.” 

Harold L. Braudis, of Rothschild’s, Oklahoma City, 
Okla., who was first last year, came in second. “Fully 
up to date and modern,” was the comment of the judges 
on his entry. 

Everett W. Quintrell, of the Elder & Johnston Co., 
Dayton, Ohio, took third prize because of the unusual 
character of his arrangement. To obtain attention for 
the selling points of his shoes, in the estimate of the 
judges, he sacrificed style, balance, and, to some extent, 
arrangement. 

H. D. Lollar, display manager of the Arthur Caddei 
Company, Paris, Texas, relied on a strong poster set- 
ting to keep attention focused on his goods’ selling 
points. It was this method that brought him the fourth 
award. 

Group B, for stores where the windows are trimmed 
by the proprietor or clerks, kindled the judges en- 
thusiasm. Each of the successful displays was highly 
praised. 

Frank Harmon, of Mills, & Ward, Inc., Seattle, 
Wash., who submitted a group of three windows, was 
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Winners in Class A—Top, Left, Fourth Prize, by H. D. Lollar, Arthur Caddell Co., Paris, Tex.; Right, First Prize, W. R. 
Chandler, Cromer-Cassell’s, Miami, Fla.; Lower Left, Third Prize, Everett Quintrell, Elder & Johnston, Dayton, Ohio; Right, 
Second Prize, Harold Braudis, Rothschild’s, Oklahoma City. 


lauded for the atmosphere which he gave his goods. 
His play upon their values as Chrisamas gifts impressed 
the judges as a strong feature. 

G. D. Lovett, displayman for Ober’s, Lawrence, 


Kans., the only member of this group who participated. 


in last year’s prizes, received the second prize because 
of his emphasis upon service and his arrangement. 

W.H. McClain, of Hendershop & Deitsch, Parkers- 
burg, W. Va., who took third prize, was commended 
upon the stylish appearance of his window and its sales 
qualities, although the judges asserted that the mixing 
of men’s and women’s footwear detracted from its 
effectiveness. 


Ee 





E. J. Koutnik, Manitowoc, Wis., was congratulated 
on his “original and striking display,” attracting atten- 
tion because “the selling points were well put over.” 
The judges called attention to the fact, however, that 
the setting, to some extent, obscured the merchandise 
which it presented. 

The contest ran from October 15 to February 15, 
and was open to all stores selling Glove-Grip shoes. 
Mixed displays were prohibited, although men’s or 
women’s shoes or a combination of the two kinds was 
permitted, and use of two dealer helps was mandatory. 
Entry was made by photographs taken at the expense 
of the contestants. 


Third and Fourth Prizes in Class B—Left, Fourth Winner, by E. J. Koutnik, Manitowoc, Wis.; Right, Third Prize Entry, Trimmed 
by W. H. McClain, Henderson & Deitsch, Parkersburg, W. Va. 
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Here’s Your New FORD?! 


FORD CAR plus 53 CASH PRIZES 
For the best 54 


Spur Tie Ensemble Windows 


A Spur Tie blazes a new merchandising trail. Here’s something rew in 
window displays. It packs a solid-sales-punch that will make dealers 
from Bangor to San Diego eager to hop aboard. Spur Tie is the magnet that 
attracts sales of every other item in your store. Will you help yourself to these 
extra dollars? Your chance to win a prize is as good as anybody’s. 

We are giving away $1,200.00 for one reason only—window displays will 
convince you more than anything that Spur Tie is the fastest selling and 
greatest profit-maker in the entire men’s wear field. Spur Tie-Ensemble- 
Window will make the 3-16 of an inch plate glass between you and passersby, $1200 chee 
your “rent payer.” Spur Tie is not merely a money-maker for itself—it’s a eens 
multiple-sales-maker. 

All you’ve got to do is to run a Spur Tie-Ensemble-Window during June, GIVEN AWAY 
July or August. The display must remain in one full week. Send us photograph 
of window (with your name and address on back) before September 15th. 














- . — charge. No entry fee. No entry blank. Expert judges will make 5 3 C a sh Prizes 
Remember this: The biggest and best Spur Tie advertising ever will appear for d e al ers 


regularly during this entire contest—more than 35,000,000 readers will see . 
Spur Tie advertising monthly during June, July and August in the country’s 


leading magazines. 
ey S100 2nd Prize 


33.000.000 READERS 850 Bra Pri 
Saturday Evening Post a 
2 au 
Collier . Weekly 50 PRIZES 
American Magazine asteiee 
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ENSEMBLE WINDOW DISPLAYS 


of Vour Iie 


Oe) 


S Ba NEW idea . . an UNSELFISH contest .. EASIER and 


better .. will inerease sales in all items of men’s wear 


We is a Spur “Ensemble” Window? A window that features Spur Tie— 
but not exclusively. We want more Spur Tie Windows but are not playing 
Gorgeous “‘whole hog.’’ We want you to share your windows with us by showing Spur 
Free Displays Ties plus shirts, belts, garters, the new shorts, hosiery, handkerchiefs, sport 
: clothes and accessories. The two windows above merely suggest the ensemble- 

idea. Display whatever items you want with an original idea. 

Because millions of dollars invested in the most brilliant advertising in the 
entire men’s wear field have made Spur Tie the fastest moving item in thou- 
sands of stores, it is plain common sense to “spotlight” Spur Tie and build 
around it an ensemble of fashion. 

Especially is this true during the summer months when Spur sales are at 
their peak—advertising is at its peak—the gorgeous array of new Spur styles 
and patterns makes it easy to make a window display that makes a summer 
garden step lively for honors. Contest is now on and runs 90 days during 3 
months—June, July and August. 

Gorgeous Window Display Material (illustrated on this page) free. Large 
center display (34 x 2034) and small cut-out (1014 x 101%) feature the wonder- 
ful “Bathing Girl” illustration, appearing in The Saturday Evening Post, 
June 29th. Lithographed in 8 colors with patented varnish finish which brings 
out the beautiful colors in a stunning way. 


HEWES & POTTER Inc 

















2 65 BeprorD STREET Boston, Mass. 
New York Office — 200 Fifth Ave. Denver Stock —301 Jacobson Bldg. 
Chicago Stock—412 S. Wells St. In Canada: Tooke Bros., Ltd., Montreal 


Pacific Coast Stocks—120 Battery St., San Francisco —426 South Spring St., Los Angeles 
New Orleans Office—608 Canal St. 


" CONTEST NOW ON - JUNE - JULY - AUGUST 
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Trimming With Crepe Paper 


How the Column Is Used and the Relation of the Design to More 
Common Trims in Time Consumption—Steps in Its Installation 


The Dignity of 
the Trim Is 
~ Instantly 

Apparent. 





LTHOUGH “columns” are rarely seen these 
days in crepe paper window trims, they 
should, nevertheless, be remembered in this 
series of articles on trimming with crepe. 

Persorally, I have always considered the column a 
very distinctive design and have often wondered at 
its infrequent use. Perhaps this is due to the fact 
that its construction is seldom mentioned in articles 
of instruction, or, it may be that displaymen feel that 
it requires too much time to install to make it worth- 
while. However, it is as simple of construction as 
any other crepe paper designs and is most effective 
in many instances. 

For the display of perfumes, powders and toilet 
articles in general, this design is perfect, while candy, 
ice cream and beverages are attractive and appealing 
in the same setting. Especially where steps are used, 
as illustrated, columns give an architectural balance 














A Few Wooden 
Blocks Are 
the Only 
Accessories. 





which, when lighted properly overhead, lends rare 
beauty that cannot be had in other designs. 

A column can be made in a few seconds’ time with 
the help of round pieces of soft wood. These pieces 
should measure about three-quarters of an inch thick 
and from two to four inches in diameter. I advise 
strongly against making a column larger than four 
inches for the average window because it is apt to 
appear too large for proper balance. It is always a 
good plan to try out a design you are unfamiliar with 
before attempting to place it in a window. 

The first step in the preparation of this window 
is to cover all the solid walls with a light, neutral 
shade of paper. To do this, proceed in the following 
manner: Take a roll of paper, fold to find the center, 
and cut in two. Now you have two pieces, each five 
feet long. Take one of these pieces and wrap the 
end around a stiffener. Tack this along the ceiling. 








<<? <—? 
% . (ve NUN 
After the \ ‘ Pa / ro 7 While Toilet 
Merchandise ° e Maus Goods Are Used 
Is Installed, BOURIONS Here, Many 
the Sales Other Lines 
Value Is Can Be Shown 
Evident. as Fittingly. 
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Now, roll another stiffener in at the bottom end, 
stretch down to the floor, and tack. Proceed in this 
manner until all the solid walls have been covered. 
\nother good idea for the background would be to 
use fringe. If you feel that this would suit your fancy 
better than the straight back you might try that. 
However, the plan I have just explained is very good, 
especially when a color such as sand is used to cover 
the solid walls. 


After the walls have been covered, the next step 
is the valance. To make the valance shown here, slip 
about four inches of a roll of paper out of the pack- 
age. Now refer to Figure 3 and cut this four-inch 
piece in the same manner as shown. After tacking 
this up all around the top of your window the ends 
will curl slightly in a most pleasing style. When placing 
this valance I would advise that you stretch the paper 
slightly to gain the best effect. 


Before making columns or steps it will be well to 
place any advertising you intend using on the back 
and side walls so there will be no possibility of dis- 
turbing the work you have done as you go along. 
After this has been done you are ready to make the 
steps as shown. These steps were made of pressed 
wood and I advise you to try the same for a very at- 
tractive piece of work. However, if pressed wood is 
not available, you can use beaver board or some other 
such composition. 


The next step will be to place the columns. If 
vou intend using a base block two inches in diameter 
you will need a strip of paper six inches wide; for a 
block three inches in diameter, nine inches; or for a 
block four inches, a strip twelve inches wide. Take 
your strip of paper and fold the end three times in 
three-quarter inch pleats. With the shiny side of the 
paper inside, tack this pleated end around the bottom 
of the block. Now nail this block into the ceiling in 
the desired position. Fold the bottom end of the 
paper as you did at the top, tack the pleated end 
around another block, stretch down to position and 
nail. Before placing the blocks it is a good plan to 
find the exact positions in which you expect to place 
them. This will avoid any possibility of a leaning 
column after they have been nailed. Remember, too, 
that if you fail to keep the shiny side of the paper on 
the inside you will not have any success. This is 
absolutely necessary. 


After the columns are placed, lay the floor with a 
two-inch border around it. Over the floor sprinkle a 
light layer of confetti made by cutting up small pieces 
of paper, and the window is complete. 


Taking everything into consideration, making the 
steps and cutting the blocks, you will be able to com- 
plete a window in this design in from two and one- 
half to three hours’ time. This certainly refutes the 
old idea that columns are an expensive decoration 
that cannot be placed at a profit. Try this design 
yourself and learn how really simple of construc- 
tion it is. 
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IMANS 


MANNEQUINS 


COMMAND 
ATTENTION 









Imans’ Mannequins are MORE than just beau- 
tiful models. Their vivid charm—striking 
postures—animated coloring and incomparable 
appeal give them the power to not only com- 
mand attention, but to reflect this interest to 
the garment and show it at its best—as an 
exceptionally appealing bit of merchandise. 

That’s why Imans’ Mannequins are NOT deco- 
rations, but effective, proved SALES PRO- 
DUCERS. It pays to buy Imans’. Send for 
beautifully illustrated booklets and photos. 


CURTIS-LEGER 


Fixture Co. 
Established 1869 


Sole U. S. A. Distributors for Imans’ 
Mannequins 


341 S. FRANKLIN ST., CHICAGO, ILL. 
New York Show Rooms: 1440 Broadway 


On Exhibition in Booths 68-69, 
I. A. D. M., Chicago 
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PRrovinGc APPLIANCE V ALUE 


Actual Demonstration of the Service of an Item May Require Weeks 
of Planning, But Pays Big Returns in Public Interest 


By STUART BRATESMAN 


Display Manager, Queensborough Gas & Electric Co., Far Rockaway, N. Y. 


~ “What’s in 
Your Phone”’— 
A Series of 
Windows by ce 
Robert Stevens, ea ose 
Detroit Bell zs 
Telephone Co. 


N designing the display for an oven heat test 
we tried to show the public how even heat 
can be maintained in an insulated oven, 
by actually measuring it in a gas range. 

A 24-hour Bristol Recording Thermometer was used 
in this test and a new chart was inserted every morn- 
ing. The oven thermostat was purposely set at vari- 
ous temperatures so that it would not look like a “put- 
up” job and also to show that no matter at what tem- 
perature the thermostat was set, the oven heat would 
always remain even. 

A display advertisement of this type requires 
weeks of planning and experimentation. It does not 
“happen overnight.” To be absolutely sure the re- 
cording machine would register correctly, the display 
was assembled a week in advance of the date it was 
to be used and connected with a gas line and run con- 
tinuously, while adjustments were made almost every 
twenty hours. 

This type of window display advertising will vary 
the regular routine displays and is always of interest. 
We found that as many women stopped and studied 


Another of 
the Stevens’ 
Windows— 
“Cotton in 
the Phone” 
With Cards 
Outlining the 
Fabric’s Usage. 








This Window 
Depicted “Coal 
in the Phone,” 
Sree Showing Its 
SoS | Role Through 
a Group of 
Window Cards. 





this window as men. They were all interested in even 
heat, because it applies to their own cooking. The 
red lines on the recording charts showed them just 
how even an insulated oven holds the heat. 

I believe I have a decided advantage over most 
displaymen in the utility field, in that I design, con- 
struct, letter, paint and install all our window display 
advertisements myself. I know of very few, if any, 
displaymen who can claim this. 

I am handling all the steps personally because I 
feel that if I’m able to successfully create a display 
myself I will surely know how each phase should be 
correctly handled when I have a staff to help out. 

“What’s in Your Telephone” Depicted 

N recent displays that were installed in our Wash- 
ington Boulevard window at Detroit, we inaugu- 
rated a series of ‘What’s in Your Telephone Trims?’ 
featuring the various products and minerals used in 
the manufacturing of telephone instruments and in 
telephone lines and exchanges,” says Robert Stevens, 

Detroit Bell Telephone Company display manager. 
In the “Cotton in Your Telephone” display a large 


The Subject 
Is Given 
Dynamic Appeal 
Through the 
Background and 
Cut-out Figures 
in the 
Foreground. 
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picture and three cut-outs were used, together with a 
Western Electric poster of a series, a cut-away tele- 
phone, raw and ginned cotton, cotton thread, and tele- 
phone and switchboard cords. 

In the “Coal in Your Telephone” trim the Coal By- 
products tree-charts and materials displayed were ob- 
tained from the Solvay Process and Semet Solvay 
plants in Detroit. A poster portraying the use of coal 





The Display in Which Bratesman Brought Out the 
Strength of His Range’s Insulation 


in the telephone transmitter was used in the center 
with a cut-away instrument, a dismembered trans- 
mitter and booklets. 

Other displays of this educational series will be 
copper, silk and iron. We are still carrying on the 
“Know Michigan Series” in this window, having four- 
teen Michigan cities scheduled to show their products 
this year. 





Utility Display In Steady Advance 


Expansion of Department by New York Corporation 
Illustrates Trend in the Field 
By ROBERT M. ANGELL 
Display Manager, New York Power & Light Company, 

Schenectady, N. Y. 
N October, 1926, the writer was transferred from the 
Oneida office of the old Adirondack Power & Light 
Corporation, doing at that time the Canastota office 
windows along with sales promotion work, to the 
Schenectady office of the same corporation to assist 
in display work. The following June the department 
(one other man and myself) was put in my charge, 
also the newspaper ad work. In the fall of 1927 the 
corporation was merged with three or four others and 
renamed the New York Power & Light Corporation, 
and arrangements were made for us to furnish other 
offices in the corporation with displays. We were re- 
lieved.of the newspaper work and given a carpenter 
to assist in making the displays. At Christmas time 
we added an artist to our staff of workers and tried 
to accommodate some seventeen offices from our base- 
ment 2x4 “work shop.” In July, 1928, we packed 
our paint pots and brushes and moved into a spacious 
light studio atop a four-story building in Albany. 

Here we are at present functioning. 
Our equipment is most modern—Cutawl, air pres- 
(Continued on page 47) 


DISPLAY 


WORLD 


























Display 


World 


POR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file. we'll find out for 
you. Avail yourself of our incomparable service 
facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


C) Air Brushes 

_] Airpainting Equipment 

(1) Animated Signs 

(0 Art Prints and 
Reproductions 

0 Artificial Flowers 

0 Artificial Snow 

CL) Art Screens 

C) Art Studies 

(] Backgrounds 

() Background Coverings 

O) Books on Cardwriting 

L) Books on Display 

1) Books on Draping 

(1) Booths and Floats 

C1) Brushes and Pens 

[1] Cabinets—Revolving 

(1) Card & Mat Board 

(1) Cardwriters’ Materials 

C1) Cash Carriers 

(] Chairs and Seats 

CL) Color Lighting 

() Counters and Shelving 

(0 Crepe Papers 

(_] Cutting Machines 

1 Decorative Papers 

(1) Decalcomania 

(J Display Furniture 

(1) Display Forms 

(] Display Racks 

(J Dividers—Show 
Window 

(J Drawings and 
Paintings 

(10 Drawing Boards 

(J Exhibit Displays 

CL) Fabrics and Trimmings 

C) Fixtures 

() Flags and Banners 

(1) Hammers—Window 

L] Lacquering Outfits 

1) Lamp Coloring 

0) Lighting—Equipment 

CJ Lithographed Displays 


() Natural Foliage 

L) Pageants and Exhibits 

() Plaques (Window) 

(1) Papier Mache 
Specialties 

C) Plastic and Composi- 
tion Pieces 

C1) Plushes and Velours 

CL) Price Cards—Tickets 

OC Price Ticket Holders 

[] Reflectors 

1 Revolving Display 
Tables 

1) Screens (Background) 

LJ Socks—Window 

Show Cards 

_] Show Card Schools 

1] Show Card Service 

L) Show Card Supplies 

1) Show Cases 

_] Show Case Lighting 

() Signs—Card Holders 

_] Signs—Brass—Bronze 

1) Signs—Electric 

) Signs—Wood Letter 

C1) Stencil Outfits 

L) Stock Posters 

(1) Store Designing 

1) Store Fronts 

L) Time Switches 

CL] Valances 

_] Wall Board 

[] Wax Forms—Figures 

[] Wickerware 
Specialties 

1 Window Displays 

(1 Window Display 
Service 

1) Window Drapes 

1) Window Lighting 

[.] Window Shades 

"] Window Trimming 
Schools 

(1) Wood Carvings 


[] Do You Wish a Copy of Their Catalog? 
CL] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 


Name of Firm-__-_ 





Name of Display Manager 
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An Indian Village Surrounded by Gorgeous Decoratives 
of Cut-out Blossoms as Used by Harold Engert, Knox- 
ville, Tenn., in a Tie Display 


S nature retints the landscape each year, 
golfers get out their clubs and their plus 
fours, pack accoutrements of the game into 
their cars and hie them to the links. It’s a 

joyous moment, a moment fraught with the ecstasy of 
liberation from winter’s limitations. 

In the pleasant little city of Anderson, Indiana, one 
of the old and highly respected stores has made this 
occasion a holiday and celebrates its coming each year 
with an exposition of golf apparel and goods. At 
such times Forrest Partain, display manager for B. L. 
Bing’s Sons, has his hands full, but the use which he 
makes of his windows and the manner in which he 
dramatizes the advent of the golf season bear testi- 
mony to the extent of this preparation. 

“We feature a special golf window every April,” 
he says in discussing his latest enshrinement of the 
classic sport; “it’s an annual event. This year we 
employed a background of wallboard panels mod- 
ernistically landscaped. In the pictorial we depicted 
a typical course with the characteristic impediments 
of the green. Before this we posed a wax figure ap- 






W ear Romance 


Forrest Partain Converts a Window Into a 
Golf Course—Harold Engert Builds an Indian 


Village—Carl Shank Copes With a Spring 
Opening Program 


propriately costumed. In one hand he held a ball, and 
in the other a club. We covered the floor with grass 
mats and jets of green cardboard except along the 
border. This display marked the opening of our 
newly added Spalding sports department and it went 
‘over big’ in sales.” 

Harold Engert, of Woods & Taylor, Knoxville, 
Tenn., is one of the South’s most capable young 
trimmers, as has been demonstrated on numerous 
occasions by his installations of furnishings and cloth- 
ing. Particularly pleasing is an arrangement of 
Indian Print ties which he recently fashioned. In 
this he used a suitable setting of an Indian village 


cut-out and cut-out trees. The bright colorings of . 


these pieces and Indian pictures, which were placed 
at appropriate intervals, provided a setting of unusual 
aspects. It was heightened by the use of grass floor 
mats. 

“The bright colors were very pronounced and at- 
tracted much attention,” says Engert in discussing the 
display. “We were very successful in our promotion 
of this line, and we attribute the quick sale of the 
merchandise to the helpful window display.” 

Contrasting with the compositions of these haber- 
dashery and clothing specialists is the work of such 
men as Carl Shank, acting display manager for Stix, 
Baer & Fuller, St. Louis. It is not to be denied that 









Background Panels Assisted by Grass Matting and White Sand Convert Forrest Partain’s Window Into a Putting Green 
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A Spring Opening Showing of Furnishings Before the 

Same Type of Background as the Rest of the Windows— 

It Was Produced by Carl Shank, Acting Disp!ay Man- 
ager, Stix, Baer & Fuller, St. Louis, Mo. 


the department store men to which class Shank be- 
longs, have much greater latitude in preparation of 
displays than the out-and-out clothing trimmers. But 
they also have their limitations. There are delicate 
issues to be confronted when a men’s wear trim must 
be placed before exactly the same background as that 
used for a showing of lingerie, and that is the situa- 
tion that arises during an opening. Masculinity is 
stamped upon the fashionings of the men’s wear trim- 
mers. How is the department store man to impart the 
same touch to his goods when facing such conditions ? 
In the accompanying illustration it will be seen that 
Shank has acquitted himself creditably. The display 
shown here is one of the series which marked his 
store’s spring opening when every window in the front 
was given the same treatment. To subject men’s fur- 
nishings to such a test and come off with honors is 
no mean attainment, and it must be granted, after in- 
spection of his creation, that his use of plateaus and 
stands “pulled the chestnuts out of the fire.” 





Utility Display Steps Up 
(Continued from page 45) 


sure brush, stationary saw, woodworking tools, spa- 
cious benches, show card tables and twelve-foot easels. 
The studio contains a full size, lighted dummy win- 
dow where all displays are photographed. 

We do silk screen process work in quantity. At 
Christmas time we made some twenty different cards, 
the largest a six-foot high Santa Claus with a special 
sales message. 

At the present time there are over thirty-five offices 
in the organization which we serve and we endeavor 
to supply a real service to them. 

The display material is transported over our some 
200 mile area by a truck which is pressed into service 
from a regular stock carrying job, and the windows 
are installed by local salesmen or office help; but we 
plan to operate our own truck and install the windows 
personally before many months. 


DISPLAY 


WORLD 


47 











When in 
New York 





Many displaymen and other buyers 
of display equipment find the DIS- 
PLAY CENTER a wonderful help 
when looking for the newest things 
in fixtures, mannequins, etc. 

For here in one large show room 
are displayed the newest creations 
from the leading manufacturers of 
fine window display equipment, in- 
cluding everything from decorative 
fabrics to imported mannequins. 
Visit the Display Center on your 
next trip to New York and you will 
find it a source of many new ideas. 


DISPLAY CENTER 


Direction of 


FRANK D. MAXWELL CO., Inc. 


1440 Broadway, New York City 








Hitt 








WW: 


Window Trimming—Commercial Art—Show Card Writing 
Poster Art—Cartooning—Interior Decsrating—Fashion Drawing 


Neville’s School of Applied Arts was founded in 1921, 
and since that time it has grown from a very modest 
beginning to spacious quarters (5,000 sq. ft.) now occu- 
pying the entire second floor of the northeast corner of 


FIFTH & STARK STS., PORTLAND, ORE. 
Just One Block from Leading Department Store District 
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454 Broome Street 


Karl Pauli Corporation 


Chicago Office: 708 Tower Building 


We carry a large stock of: 


Velour Papers 


Button Foil and Aluminum Foils in 


Silver and All Colors 
Gold, Silver and Foil Papers 
Brass Foils 
Grass Mats 
Sparkling Silk Wool 


Samples and prices upon request. 


New York City 
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Silver Now a Hardware Asset 


Summer’s Long List of Weddings Makes Emphasis Upon Gifts a 
Profitable Venture—A Background That Fits the Ware 


By CECIL C. RILEY 


Better Business Department, Hall Hardware Co., Minneapolis, Minn. 


UNE is the month of brides according to 
tradition, but as a matter of fact there are 
about as many weddings in most of the other 
summer months as in June. Right now is 

a good time to take a final thrust at the business pos- 
gible in June wedding gifts and to line up business 
on the matrimonial ventures that will begin with July. 
There is another angle to the gift situation also that 
will bring profits if this display is put in speedily— 
this is the commencement period, now beginning, 
which takes in most of the colleges of the country. 

Silver is always acceptable as a gift and this is the 
time to stress it. For the purpose, such a trim as is 
suggested here is not only appropriate but sales in- 
ducing. It brings out the beauty of the merchandise 
and supports it with a setting of appealing brightness. 
Moreover, it can be executed at small cost. Twelve 
rolls of crepe paper will be ample to trim an eight- 
foot frontage and the outlay for this will average 
$1.20. ; 

If you have an open-backed window the first thing 
to do in installing this display is to place two light 
strips of wood across the back. Start with these at 
each of the lower back corners and carry the strips 
to the center of the opening’s upper border. This 
forms a pair of supports for your first drapes or 
step No. 1. Tack canary drapes about their center, 
stretch to the bottom center of the kack opening, and 





This Trim 
Is Especially 
Good for 
Open Back 
Windows— 
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A Numbered Chart Showing How the Colors Are 
Placed—Use It With the Table 
tack. Now tack nile green drapes about the center of 
the strips, stretch to the top corners and tack. The 
next moves are as follows: 

Step No. 3—Tack a violet drape in each of the 
bottom corners, stretch to top center and tack. (This 
covers up the ends of the other drapes and the light 
wood strips.) 

Step No. 4—Make a mammoth canary rosette 
using a full fold of crepe. 

Step No. 5—Give the background a finished ap- 
pearance with small crinkled streamers of violet from 


In His Scheme 
Riley Employs 
Green, Violet 
_ and Canary, 
a Combination 
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large rosette to smaller rosettes equidistant from cor- 


ner. 
Step No. 6—Border the entire background with 
violet tubes about one and one-half inches in diameter. 
Step No. 7—Fashion small nile green rosettes. 
Step No. 8—Cover floor and boxes with plain or 
crinkled nile green crepe. 
A valance and front drapes may or may not be 
added according to the judgment of the decorator. 


This key to the placement of the respective papers 
will prove valuable as a time saver : 

Step No. 1—Canary Drapes. 
2—Nile Green Drapes. 
3—Violet Drapes. 
4—Mammoth Rosette (Canary). 
5—Crinkled Violet Streamers 
6—Violet Tubes. 
7—Nile Green Rosettes. 
8—Nile Green Covered Floor. 





Sound and Color Are Kin 


(Continued from page 32) 


then color must also be made to rest on a basis of 
science. The science of surgery and medicine has 
rested for hundreds of years on an anatomical founda- 
tion. Science is based on definite facts, and every fact 
is because of something that can be scientifically demon- 
strated. It is upon this principle that we know the 
effect of colors must have its cause as well. Only those 
who are trained in the proper use and peremie effects 
of colors should attempt their use. 


‘HE main point I want you to remember is that all 

we call “color” is not color at all, but merely a form 
of vibration that we recognize consciously as color. 
Even the daylight or white light that we think we see 
by is just a form of vibration in the ether waves acting 
upon the delicate instruments contained ih the eye, 
which produces an effect of consciousness of white 
light. These vibrations are a positive force, whipping 
and lashing through every particle of space, and the 
effect of colors is not in the fact that we ‘particularly 
recognize these vibrations and call them ¢dlors, but in 
the external effect that they might have ‘on the whole 
anatomy. Even if we were blind to all sense of light 
and color and were placed under the improper color 
arrangements, the physical effects would be just as pro- 
nounced as though they could be seen. Caution and a 
knowledge of the proper use of colors has long since 
taken its place in medical practice as one of the most 
potent agents for physical reactions extant. 

This is called the “colorful age,” because we are 
learning to use colors in a scientific way that has never 
before been known. Since we know that both light and 
its divisions called colors are merely etheric vibrations, 
the speeds of which are registered in our mentality as 
colors, we will proceed in the following chapters to 
take up the colors according to their various speeds, 
beginning with the color of fastest vibration—red. 
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Greater Display Possibilities 
—and New Economies 


ORNELL opens up new 

display opportunities for ¢ 
you. The great strength and 
remarkable lightness of this 
adaptable material—its easy 
working quality—its specially 
prepared surface—will enable 
you to achieve effects that you 
would not attempt with a less 
versatile material. And all this 
with distinct economy. 


Cornell is used by the country’s 
foremost display men to pro- 
duce fine backgrounds, special 
shapes, cut-outs, signs and 
many other types of display 
material. A perfect base for 
any decorative finish. 


Your local lumber dealer will 
tell you all about Cornell’s ad- 
vantages. Or write direct to 


CORNELL WOOD PRODUCTS CO. 


307 N.Michigan Ave. 


Chicago, Illinois 
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Craving for Giclees on Hot Summer hindi ua enadaas Puts 
Premitims on Comfortable Furnishings for These Havens 

















Interior Trims by A. A, Matzer, of the ‘Taeeres Company, Columbus, Ohio. Stressing, Left, Rustic Pieces for the Garden, and 
Right, Wicker and Hickory for-the Porch 


ALUTE General Humidity, the commander- 
in-chief of the buying urges that build busi- 
ness for furniture dealers in the “good old 
summer time.” He is the “aggravating 

papa” of the swelterers that drive humanity out of its 
abodes on summer afternoons and.,evenings to the 
comforting coolness of yerayda, and: ‘solarium. He is 
an ally that can be relied upon, even if sometimes slow. 

Undoubtedly the average Store is prépared for his 
coming. | Stocks” ‘of “porch furniture, ‘swings, ham- 
mocks, and the like ate : ‘plentiful. “Advertising is 
already calling attention to. ‘their’ présence, and urging 
inspection. Now romes the time for display with con- 
sequent focussing of attention on this need. 

As in the presentation of any other type of furni- 
ture, it is desirable that the atmosphere of home be re- 
created. It is far easiér to treat wicker suites and their 
kin satisfactorily than living room furniture or odd 
pieces. The reason lies in the fact that there is no 
gamble about their purpose. Gay coloring may inyest 


A Summer 
Scene Bringing 
the Luxury 
of Porch 
Furniture into 
Prominence. 


the wickerware with a measure of appeal, but pri- 
marily its values rest in capacity to supply comfort 
during a trying period. 

That’s the feature to. play up. Whether window 
or interior display, it is essential that the setting shall 
be enveloped in at atmosphere of coolness. -Ccol 
colors, embracing the light blues and greens, con- 
tribute largely to this effect, and the. wicker helps in 
carrying out this scheme through the. character of its 
colorings. Grass rugs, awnings, trellises, foliage and 
flowers tend to broaden. the.thoroughness of this. 

Interior displays of summer furniture are always 
extensive at the Lazarus Company, Columbus, Ohio. 
In the accompanying pair of illustrations are examples 
of the schemes used by Display Manager Matzer in 
developing last year’s sales drive. At the right is 
porch setting with wicker and old hickory., pieces 
placed symmetrically. Lamps and stands round out 
the balance of the composition and vine-clad windows 
brighten the background. 


Ira L. 
Vcnderheide 
Fashioned It 

for the 
Woodrum Co., 
Charleston. 
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At the left is a garden scene with rusti¢ furniture 
and old hickory pieces grouped naturally. The flower 
box at the window and the colorful awnings above it 


add to the realism of the background, which repre- . 


sents the exterior of a frame dwelling. The leafy 
twining upon the trellis partitions which serve as side 
walls further the outdoor appearance and lend charm 
to thé scene. 

The porch setting below is the work of Ira L. Von- 
derheide, of Charleston, W. Va., and was prepared 
for the Woodrum Home Outfitting Company. The 
large corner window is difficult to handle and the man- 
ner of arrangement chosen by Vonderheide exhibits 
his skill. The background suggests a garden wall; 
its broad expanse is plaster covered, and in the center 
is a cut-out gate that is a masterful reproduction of 
iron work. The lanterns that flank it at each side 

accord with the Spanish architecture. 

The placement of the davenport and lounge in 
juxtapdésition to the swing strikes a good balance, and 
the square-patterned grass rug, the potted palms, bird 
cage and center stand afford decorative touches of the 
utmost value. Even the show card in the extreme 
foreground plays a vital role, as its introduction 
breaks the tedium of a long, bare space trying to the 


‘eye. The pretty mannequin posed in a restful position 


in the swing provides a vital human interest. 





Spur Tie Contest Terms Liberal 


Sponsors of Neckwear Display Campaign Permit 
Showing of Associated Wares 


HE broad scope and unselfish attitude of the makers of 

Spur ties in announcing a great national “ensemble” 
window display contest in which it is imperative that related 
products other than Spur ties must be displayed, is attract- 
ing no end of most favorable comment. 

Retailers have been quick to appreciate the broad think- 
ing behind this new and novel contest, for the simple reason 
that the manufacturer is not playing “whole hog”; on the 
contrary, he is insistent that other items of men’s wear shall 
be displayed, to the end that the retail merchant may make 
a profit not only on one item, but on many items, such as 
shirts, belts, garters, the new shorts, hosiery, handkerchiefs, 
sports clothes, accessories, etc. 

Hewes & Potter go a step farther than announcing this 
new type of ensemble contest; they offer a new Ford Sport 
coupe (or its equivalent in cash) for the grand prize, and, 
further, back it up by offering fifty-three additional cash 
prizes—a total of $1,200 for the fifty-four best Spur ensemble 
windows. 

To further help the retailers, the advertiser offers two 
gorgeous pieces of window display material in eight colors. 
The contest begins June 1 and runs ninety days through June, 
July and August. 

Merchandising experts have hailed this broad “ensemble” 
window contest as one of the most unselfish and constructive 
items offered the trade in.a long while. J. Duncan Williams, 
of Williams-Marshall, says: “Your idea is right in line with 
the modern trends in window display. Beyond any question 
of a doubt, the ensemble idea has taken root and will spread 
throughout the country. Nor will it be a matter of a passing 
fancy of window display technique. The ensemble is founded 
on the sound principles of style and color harmony.” 





I have been without your publication for a con- 
siderable time, but never for such a long period 
again.— J, E. Scott, Quality Store, Bartlesville; 
Okla. 
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Many-c olor ed 
asa Morning Sky 


THe newest and in many ways the most 


colorful of window decorating materials 1s 
Dennison’s Pastel Crepe Paper. It is made by 


a special process which gives it a beautifully 


varied, softly blended, random pattern in the 
clear, brilliant hues of dawn. It has this spe- 
cial virtue, too, that it is as springy, elastic and 
pliable as plain colored crepe. Thus you can 
have a decorated crepe paper which will make 
up into tubes, drapes, flutes, rosettes and other 
forms with perfect facility. Used for such pur- 
poses its random-tinted pattern gives beauti- 
ful, novel and original color effects. Stocked 
in all regular packagings. 


Pastel Crepe 


Framingham, ‘Mass. 
Please send me without obligation samples of Pastel 


Crepe, together with acopy of your Display Bulletin. 
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DENNISON MANUFACTURING CO. 
Department 45-F ; 
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Models at the Yakima K. of P. Style Show on the Platform Where the Entertainment Features Were Staged 
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K of P Lodge Sponsors Style Show 


Enlists Leading Stores to Aid in Arranging 
Promotional Feature of Entertainment 


By H. B. KELLY 
Display Manager, Ditter Bros., Yakima, Wash. 


HE Knights of Pythias held a cabaret dance on 

April 5 and invited Ditter Bros. to stage a style 
show in connection with it. In order to add variety, 
we asked the Lee Semon Company, men’s wear, to co- 
operate with us. They furnished twelve models and 
we used the same number of girls. 


At one end of the large building a platform was 
erected atid a garden scene laid out, as will be noted in 
the illustration which is being sent herewith. The 
dressing rooms were at the other end of the building, 
which was the local State Armory. The models marched 
by couples from the dressing room along a carpeted 
course to the center of the room. Here they were met 
by a colored maid and a colored man, who helped them 
off with their wraps and took their hats and sticks, and 
then they proceeded up the stairs to the platform and 
took seats at small tables in the garden. Here they 


were served refreshments, while the other couples were 
doing the same things. 

Everything, from early morning apparel and sports 
clothes to lovely evening wear, was shown. The long 
promenade gave everybody in the large room a chance 
to observe, and the change in the center of the room 
gave the opportunity for showing all the clothes to fine 
advantage. This style show was really just one num- 
ber on the cabaret program ,there being other very 
interesting acts. This took away a great deal of the 
usual commercialism which attaches to most style 
shows. Grouped around the dance hall were small 
tables, at which the dancers were served. 

When all the models had assembled in the garden, 
and were all served, Annette Garrett’s School of Danc- 
ing girls took the stage and put on a dance program 
for the entertainment of the models, and, of course, 
the assembled dancers and onlookers as well. After 
this the models promenaded back to the dressing-rooms, 
stopping in the center of the room to get their wraps. 

We had many compliments for our efforts, and this 
manner of putting it on is not more work than other 
methods, as most of the responsibility is carried by the 
sponsors of the cabaret dance. 











Display Department Operation 
(Continued from page 26) 
a good space of time ahead of the occasion, and mostly 
in the afternoons, when no window changing takes 
place. 

“Window displays are arranged early in the morn- 
ing, and are completed not later than eleven-thirty. On 
large changes for special events, where the entire front 
needs to be changed, the. working day begins at 5:00 
a. m., and the displays must be ready at noon. By 
having our displays ready and all the special settings 
made beforehand, you can see that there is no special 
trick in doing it. We use two forms in handling mer- 
chandise and windows, one for sign and another for 
display requests. Charges are made for window space, 
the rate varying with the location of the windows. 

“The display department is in very close touch with 
the advertising department, relation very much needed 
to get the best results in both departments. All win- 
dow cards are checked in the advertising department. 


— a3 


“Tf a man plans far ahead of time, he can make his 
work easier and better than the last-minute man. My 
firm ,and I personally, do not believe in night work, if 
not absolutely necessary. Last-minute men do. 

“T always have two or three events in mind when | 
plan settings, and they are constructed ‘in a practical 
way, so they can be made over without being recognized 
by the public, and will obtain results. 

“May I call your attention to a recent ready-to- 
wear display? Everything in that window had been 
used three or four times over with the exception of the 
ruscus and foliage, which were new. This setting, witi 
a touch of modern atmosphere, was much appreciated 
by the public. Drapes were all re-dyed in our work- 
room. 

“In a recent issue of DISPLAY WORLD a mer- 
chant wrote that a displayman must be a stylist and 
not a carpenter or painter. I do not agree with him. 
A displayman must be a stylist ,and the other two also, 
to succeed in the smaller towns.” 
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MO DERN I 
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S Mi 
Things move fast these days— 
changes—new ideas—MOD- 
ERNISM. Keep up to the | 
minute or you’re soon hope- 
lessly old-fashioned and out 
of the running. 


You can know what New York is doing imme- 
diately—its newest backgrounds, settings .and 
merchandise arrangements by means of our service. 


The displays select- 
ed are not the most 
elaborate, but the 
ones most adaptable 
to the average store. 





Many of the most 
progressive stores 
find these photo- 
graphs valuable 
enough to continue 


WINDOW SERVICE with us year by year. 


110 West 40th Street, New York, N. Y. 


Window display photograph 
service that brings to you 
every few days: 10 actual 
photographs of the best dis- 
plays on Fifth Avenue and 
Broadway. 














WORSINGER WINDOW SERVICE, 
110 W. 40th St., New York, N. Y. 
Kindly send us, without charge, additional infor- 
mation about your 
No. 1 Service for Ladies’ Ready-to-Wear; 
No. 2 Service for Department Stores; 
also complete list of ready reference table groups of 
10- photographs each. 
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vow to Succeed in * Display 


The Windowman Who Would M 


Consideration Every Factor of 


Progress Must Take Into 
uccessful Merchandising 


By EVERETT QUINTRELL 
Display Manager, Elder & Johnston, Dayton, Ohio 


UCCESS in your job as a displayman calls 
for some little knowledge of the prin- 
ciples of advertising, buying, meeting the 
public and selling; for, first, you are adver- 

tising the store through your windows; second, you are 
buying the best equipment and backgrounds that will 
show the merchandise and help sell it to the public; 
third, your displays are bringing the people to your 


store and showing them the type of merchandise they . 


wish to purchase; fourth, you are selling them through 
your displays, for merchandise well displayed is half 
sold. : 

A customer sees the merchandise advertised in the 
daily papers and then comes to your store windows to 
see how it will work in with her scheme of things. 

In our own city, where we have not advertised in 
the newspapers for nearly two years, the window dis- 
plays have been the medium of many successful sales, 
and are one of the greatest forms of advertising. Our 
“Shopping News” is a wonderful selling factor, but the 
advertising in that is limited; as it is only published 
three times ‘a week, many of our promotions have to 
rely on the window displays. 

This spring we have had two big color promotions, 
one in blue and the other nasturtium, and both were 
put across by window display only. 

We have a style committee composed of the adver- 
tising manager, the stylist and the display manager. 
We meet each week with the department heads and 
work out promotions for several months in advance. 

Many displaymen ignore the stylist and the adver- 
tising department, which is wrong, for the three de- 
partments are necessary in order to form a perfect 
organization. 

Every displayman should endeavor to enter all the 
contests that he can, not necessarily for the personal 
gains he will derive from them, but for the prestige and 


The Bathing 
Trim from 








business. it- will bring to the store through his efforts. 
Moreover, they broaden his knowledge of the merchan- 
dise that he is displaying. 

Of the recent clock contests that I have entered 
and been fortunate in’ winning the prize money, I have 
this to say. I entered these contests to see if I could 
not build up our clock department and increase its busi- 
ness.° I made a study of the clock business and then 
asked myself the question, ‘““What does every home 
need?” A clock for every room seemed to answer that 
question, and then the problem of how to sell the public 
that idea was to be considered. I finally decided the 
best way to do this was with the aid of steps. One set 
of steps reading, “A clock for every room,” and another 
set, “Kitchen, dining room, living room, boudoir and 
hall.” Above each word was a clock for that respective 
room. A woman gazing at a clock on a mantel com- 
pleted the display. 

Every displayman should consult the department 
manager before he displays his merchandise to see if 
it has some special style note, whether it is imported or 
if it is just a sale item. I have gotten some very good 
ideas by following this method. 

Study the trade magazines, for you will get some 
mighty fine ideas from that source. Subscribe for the 
leading display magazines and cooperate with them by 
sending them photographs of unusual windows. If you 
have something good, pass it along to the other fellow, 
for by helping others you are also helping yourself. 

Every so often put in a prestige window, for it 
creates good will for your store. Here are a few of 
the days for which we have special displays : Christmas, 
Easter, Decoration Day,.Mother’s Day, and Thanks- 
giving. Then we always cooperate with the Commu- 
nity Chest, Red Cross, Y.°M. C. A., hospitals, etc. 

We also work with the Chamber of Commerce to 
have special displays for conventions and the different 
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Elder’s “May 
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Daily 
Advertising 
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Replacing It 
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weeks that they sponsor. One of the most recent was 
“Home Products Week,” in which more than five hun- 
dred manufacturers. had their articles displayed in the 
down town windows. We gave up four of our display 
windows for this occasion. 

I have worked on many Chamber of Commerce 


committees and helped put their projects through with © 


the aid of our local Display Club. 
Work for your city, boost for your city, display for 


your city, and you will find your job profitable and * _ 


successful. 





Better Presentations of Bicycles 
Peyton Smith Points the Way With Uncommon 
Crepe Paper Backgrounds 


| gabpeneiats have been the neglected orphans of the sporting 
goods trade. When they are displayed, as a rule they 
are simply placed in the windows and the passer is expected 





Smith’’ Trim for Boren Company, Little Rock, Ark. 


to “take ’em or leave ’em,” according to his interest in 
cycling. 

While the halcyon days of the “bike” may be past owing 
to the risk which the crowded traffic of country roadways 
produces, there is still ample room for the enthusiast. Short 
trips, or even the long, tramping journeys, which were so 
thoroughly entertaining before the advent of the satemeate. 
can still be enjoyed. 

‘But the zest of the open road is seldom linked with the 
“bike,” and when a decorator brings out a scheme for 
strengthening its display with even so humble an embellish- 
ment as crepe paper the occasion is an event. 

Such an accomplishment may be credited to Peyton A. 
Smith, an officer of the: Cooperative Display Service, Inc., 
Little Rock, Ark. Smith is a former department store trim- 
mer and is thoroughly awake to the value of decoration. He 
is especially proud of a “bike” window that he installed for 
the Boren Bicycle Company during the visit of an official of 
the Pierce Bicycle Company, manufacturers of the line they 
handle. Fringe was used at the top of the window and a 
spreading drape was contrived as a background. The Pierce 
trade-mark was made in the Cooperative’s shop and linked 
into a color scheme of red, yellow and blue. 





RECO BULLETIN COVERS GLASS IN LIGHTING 

The superiority of natural colored glass for color light- 
ing in the theatre, cove lighting, flood lighting, sign lighting, 
interior lighting, show window lighting, street lighting and 
general lighting needs is emphasized in an attractive bulletin 
just issued by the Reynolds Electric Company, 2669 West 
Congress Street, Chicago. 

Reco color lighting equipment is made entirely of natural 
color glass. The Reco color hood is used for cove 1 ghting, 
sign lighting and show window lighting. Reco inner color 
plates fit into floodlights, reflecting the beam of light per- 
fectly, giving a many hued effect, if desired, each color su- 
premely striking. Reco color plates are used for box lights, 
flood or spotlights, olivets, etc.; the glass is made in strips 
to take care of expansion and contraction, 

Bulletin No. 77 will be welcomed by those who are ap- 
preciative of the importance of colored lighting. A copy will 
be sent free upon request. 
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Modern Promotion 


Methods 


MERCHANDISE EXHIBITIONS 
= FASHION AND TRADE SHOWS 
i +42 COMMERCIAL EXPOSITIONS 


FLAMINGO 


Art & Advertising Ce 
GRAYBAR 
BUILDING New York 
mine 





Workable! 





. that’s Crinkle Crepe. Strong 

. Stretchy ... pliable... 
easily worked into many shapes 
and it stays put. You'll find it 
one of the finest crepe papers 
you’ve ever worked with. 


Thirty-seven bright, sparkling 
colors enable you to work out 
successfully any color scheme you 
have in mind. Send for our 
booklet of window trimming sug- 
gestions and free sample folds of 
this great crepe paper today. 


THE TUTTLE PRESS CO. 


APPLETON, WISCONSIN 


CRINKLE CREPE 
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Unusual Decorations In Metal 


Beautiful Effects Are Being Obtained Through the Use of Nickeloid, 
Chromoloid, Brassoid and Copperoid Polished Sheets 


By FRANK D. BROWN 
Manager, Decorative Metals Department, Williams & Co., Pittsburgh, Pa. 


Metal Niche Displayers at Right and Left and Rear of Nickelroid and Brassoid, Canopy of Nickeloid; Trim by “Jack” 
Baldinger, Frank & Seder, Pittsburgh; Metal Design by J. Waring Carpenter, Seiferth Studios 


T all started several months ago, when J. 
Waring Carpenter, Seiferth Studios, Pitts- 
burgh, came to see us about some materials 
for a specia) metal display setting that he had 

designed. We looked the design over together, but at 
first were doubtful about working out the idea on 


Light Standards 
and a Convex 
Metal Background 
of These Plates. 





account of the high cost of the usual metals and the 
difficulty of getting sheets of a large size. 

We had some samples in our warehouse of highly 
polished sheets of nickeloid, chromaloid, brassoid and 
copperoid. I showed Mr. Carpenter these samples, and 
in about half an hour the problem was solved. 


Display by 
Carl Goettman, 
Joseph Horne Co., 
Pittsburgh, Pa. 
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The results springing from our conference that 
day have not only been surprising, but amazing. We 
found that truly wonderful effects could be secured 
from the use of these metal sheets, and at a very satis- 
factory cost. 

For over thirty-years the American Nickeloid Com- 
pxny-has been developing special processes for making 








Millinery Trim by H. A. Davidoff, Changor’s, Pittsburgh— 
Note Shelf Displayers in Background, Pedestals and Discs 
in Foreground; All Are of Nickeloid or Copperoid 
metal sheets, and they have brought to the problem of 
decorative metals an experience which it would be im- 
possible to buy. Months of experimenting have been 
done in the working of formule in order to arrive at 
the ideal process which would best produce polished 
sheets for use as decorative materials before they re- 

leased this new product for distribution. 

The use of metals in display has always been recog- 
nized as possessing great possibilities artistically, but in 
most cases has been very limited on account of prohibi- 
tive prices and the almost insurmountable difficulty of 
obtaining highly polished sheets of sufficient size. 

American nickeloid metals are arousing enthusiasm 
wherever shown. Their rare beauty really defies de- 
scription. Combinations with other mediums, strips 
for trim, sheets in almost-any form and shape, inserts— 
the field is limitless for fixtures, window display units, 
backgrounds, novelty settings, valances, floor mats and 
hangers. With lights and color displays, some of the 
effects are amazing and spectacular. 

Nickeloid, chromaloid, brassoid and copperoid are 
produced in this country at the works of the American 
Nickeloid Company, of Peru, Illinois. They give the 
highly polished effect of nickel, chromium, brass and 
copper. They lend themselves to such a variety of 
treatment that any description would be inadequate. 
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Your Opportunity 


At present we are establishing local agencies in the 
larger cities throughout the country to handle our com- 
plete line of reasonably priced window display fixtures 
and store equipment. 


A practical knowledge of the window trimming busi- 
ness is required and part time for selling. Preference 
will be given to free lance display men. An attractive 
and independent income is possible if you are a live wire. 





Write at once to 


Cincinnati Show Case & | 
Display Fixture Works 
236-38-40 MAIN STREET CINCINNATI, O. 


eee 
a STRIKING 
/ FABRICS 


B 

I #/ For the exceptional window display use Maharam 
fabrics. They create distinctive and striking 
effects at a surprisingly low cost. 


Write for Samples 


Maharam Textile Co., Inc. 


107 West 48th Street, New York 
: Bryant 9288 


6 E. Lake St., Chicago, Ill. 









































Hollywood, California 








VALANCES 


of Modernistic Effects Mounted on Process Board 

Ss GOLDBERG MFG CQ. 
We furnish. Valances all over the world. Letus help youon that problem. 
347 Fifth Ave.,New York S. W. Cor. 6th and Arch, Philadelphia, Pa. 











GLOVE HANDS 


Ever Ready Wood Working Co. 


Mfrs. of Display Fixtures and Glove Hands. 


808 East 5th St., New York City 
Write for prices. Jobbers Reply. 














“DISPLAY MEN”. 


IF INTERESTED IN 
MODERN DESIGNS OR OTHERS 


VISIT G. BROES VAN DORT COMPANY | 


.Rooms 205-6, 19 W. Jackson Blvd., CHICAGO, ILL. 




















COLOR SCREENS 
PRISMATIC DIFFUSING AND PLAIN 


We manufacture our screens by a new patented process that 
gives our screens unusual flexibility and exceptionally long , 
life. Samples sent on request. Wholesale only. | 





- Marsene Transparent Paper Corp., Gary, Ind. | 
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LERKING in the toy de- 
partment of a big depart- 
ment store didn’t offer 
much glamor to the young 

Iowan who now heads the display 
unit of the same organization. There 
was a magic about the windows of 
the b'g front that impressed him and 
lured him. Daily he watched the dis- 

~ playmen on their way back and forth 
from their workrooms to the win- 
dows, and constantly the desire to 
exchange selling for window employ- 
ment grew greater. 

But at that moment there wasn’t 
a glimpse of hope for a speedy tran- 
sition to the cherished field. There 
was nothing to do but bide one’s time 
and wait for the first favorable 
“break.” In the meantime it seemed 
feasible to scrape up an acquaintance 
with the windowmen and to learn as much of the rudi- 
ments of their work as spare time made possible. 

This was accomplished by helping them lug their 
fixtures back and forth and chiming into conversation 
with them. Soon it became apparent that this young 
Erskine over in the toy department was a display enthu- 
siast, with a’ fund of interest in the work that was 
based on sheer “love” of its features. 

Finally, he summoned up enough courage to con- 
fide his ambitions to the display chief. Cornering Joe 
Schooler, the hard-working display manager, he told 
him that at the first opportunity he wanted to enter his 
department. 

Three months later the chance came, and the clerk 
in the toy department of Davidson Bros. was on his 
way to the top in the display division of the big Sioux 
City institution. For six months he worked under the 
guidance of his new chief, until the latter found a new 
post as buyer for a Cedar Rapids firm. 





A Typical 
Erskine Trim 
In the Big 
Corner Windows 
at Davidson’s. 
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Who They Are and What. T hey Say 





J. T. ERSKINE 
Display Manager, Davidson Bros., 
Sioux City, Iowa. 
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Then came another pilot, who had 
been a member of the display depart- 
ment at Carson, Pirie, Scott & Co., 
in Chicago. He was at the helm for 
five years, and all of this time found 
J. T. Erskine pushing ahead, learning 
display. craft step by step and ad- 
vancing little by little until he became 
first assistant. 

Then Display Manager Green re- 
signed, and at the age of twenty- 
seven Erskine was called to the mer- 
chandise manager’s office and told to 
take charge of the department. It 
was the reward for many months of 
hard plugging, close observation and 
painstaking study. 

Erskine has “made good.” His 
windows are always thoroughly mod- 
ern and thoroughly in accord with 
the most recent style trends. He 
ascribes whatever success he has had to hard work and 
observation of other displaymen and their work, as well 
as the trade magazines. : 

‘“Neatness and cleanliness constitute a large factor 
in display work,” he declares. “The displayman whose 
budget is small can at least have neat windows. We 
have twenty-four units in our battery, with four hun- 
dred running feet of display space worked with four 
men, and they keep us stepping most of the time. I 
want to alter that old saying, ‘It’s never too late to 
learn,’ and make it ‘You are never too old or too wise 
to learn,’ at least in the display field.” 


This biographical sketch of Mr. Erskine is the fifty-second 
of a series now in process of publication. In this review a 
host of the leading window experts have given glimpses of 
their entry into the proféssion and the way in which they 
have climbed. This feature has been copied abroad by out- 
standing display publications, a flattering testimony to its 
human interest qualities. It will be continued indefinitely. 


Erskine’s 
Smart Adaptations 
of Modernism 
Are Seen in Back 
and Flooring. 
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Display by S. W. Biggs, Stern Bros., 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 


DISTRIBUTORS FOR UNITED STATES 
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ONLI-WA DISPLAY FIXTURES. REFLECT DISTINCTION 


Through the Eyes of Your 
Prospective Customers 


You create impressions that 
last—that pave the way to 
sales. Remember, the name 
ONLI-WA means you. are 
using the best—the smartest, 
snappiest, - most distinctive 
display fixtures to be had. 
They’ve built our reputation 
and they’ll build yours. 





Reg. U. S. Pat. Off. 








See our Exhibit Booth, 
No: 7f, at L A. BE 
Convention in Chicago; 
meantime, write for new 
Catalog 15. 


THE ONLIL- WA 
FIXTURE CO. 


Dert. D. W. 
St. Paul Ave., Dayton, O. 


Chicago Office. Display Mart, 
7th Floor, Medinah Bldg. 

New York Office: Display 
Center, 1440 Broadway 











The Same 


KLEE 
Quality 


in This 


Modern Display Unit 


Five Pieces 


Two-tone 
White 
Maple and 
Black 
Walnut 









Display Fixture Co., Inc. 


Manufacturers 


172 Atlantic Avenue 


Rochester, N. Y. 
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STORE EQUIPI T DIGEST. j 


| Fixtures---Show Cases---Store Fronts---Plans---Equipment 


Omaha’s New Buck Booterie 


Modernistic Shop Opens in Nebraska Metropolis as Veteran Shoeman 
Enters City With His Finest Establishment : 






7 PENING of the new Buck Booterie at 
Omaha signalized the realization of a 
dream that has been one of the goals 
of Earl K. Buck since his entry into 

business as a retail shoe merchant seventeen 
years ago. Needless to say, this is not the first 
of his ventures. Since retiring from traveling 
as a shoe salesman, after seventeen years of 
hustling from town to town in search of orders 
for manufacturers, he has made it his policy to 
acquire established stores and to transform them 
into units of a chain operating in Iowa and 
Nebraska. 

The Omaha store is the capsheaf of his at-~ 
tainments thus far. It abounds in the modern- 
istic flourishes popular in stores now opening. 
It contains modern fixtures luxurious in their 
appointments. There is a wealth of iron work, 
plate glass and lighting. 






































Entering the men’s department, one gazes _— — _— 
down a long vista of shelvin g in costly woods The Men’s Department—A Maze of Mirrors and Polished Woods 
with floor length mirrors intervening at frequent inter- center between the rows of fitting benches. The latter 
vals. -At the head of the aisle is a display case of the are, in fact, splendidly upholstered chairs, affording 
most modern design, permitting the exhibit of ultra- the utmost in comfort to the patron. The massive 
stylish specialties. Wicker flower baskets occupy the columns down the center are sheathed in coverings of 


mirror glass cased-in fittings of walnut. 

In the women’s department the same empha- 
sis upon beauty in furnishings is apparent. The 
windows are not backed in with solid background, 
the effect of an island being obtained in the 
center unit by carrying the window back into 
the interior, converting its rear displays into in- 
terior trims. The right and left windows are 
closed in by leaded glass doors through which 
the patrons may get a glimpse of the goods ex- 
hibited without. 


The .woods used in these cases match the 
finishes of the men’s department, and is carried 
out in the shelving and ledge display cases. The 
latter are lighted from within. 

Around the entire extent of the store runs a 
mezzanine for reserve stocks. Here a scant 
balcony bordered by wrought iron railings en- 
ables the management to keep a goodly reserve 


The Women’s Department Resplendent With Lighted Cases for transfer to the floor below at a moment's 
and Luxurious Fittings notice. 
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LIKE A MAGNET 


... the stores with modern fronts and 
modern facilities for merchandise dis- 
play lure'the shoppers who daily throng 
the streets of your city. Isn’t it about 


time to give some thought to modern- 


izing your window Cones facilities ? 


BRONZE 


TORE FRONTS 


THE KAWNEER COMPANY  Name_____ 
1508 FRONT ST., NILES, MICHIGAN ‘ini 


Send more information about Kawneer 
Bronze Store Fronts. I’m interested. City. tate 


CONSULT AN ARCHITECT ¢- THE. SERVICE IS 


awneer 








Proof That W indows Outpull P apers 


Display Service Research Shows That Windows and Counter Displays 
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Bring in Half Again as Much Volume as Advertising and Counters 
By EDWARD J. STEFAN 


Stefan Display Service, Milwaukee, Wis. 


EALIZING that tangible data on the accom- 
plishments of display would be of profound 
interest to national advertisers making use 
of the medium, we set forces in motion some 

six months ago to make an accurate check. With the 
burden of detail which the average display service 
bears, assumption of such a task carries with it a bur- 
den of very marked weight, but the value of such an 
investigation was so apparent that we.were glad to 
undertake the project. 

We made an arrangement with a portion of the 
dealers whom we furnish service (1) to check their 
stocks at the time that the displays were booked; (2) 
to recheck them when displays were installed; (3) to 
make a third check ten days later when the displays 
were withdrawn; and, finally (4) to check them again 
a week afterwards. With this arrangement we felt 
that we could show the trend of sales results from the 
windows. 

The initial findings were so definitely conclusive as 
to the pulling power of the displays that we worked 
the scheme into our “Sales Analysis Plan,” ‘ 
been using it as a means of approaching national adver- 
tisers since the beginning of the year. However, we 
were sure that a great many interesting facts could be 
developed by further application of the plan, and, as 
a result, continued to observe and tabulate the facts as 
rapidly as possible. 

From these studies we have discovered several reac- 
tions to displays that are of the utmost importance, 
both to advertiser and installer. These involve the 
measure of sales obtained in Milwaukee stores through 
application of differing sales technique. The salient 
features of our findings are: 

When the advertiser uses newspaper campaigns and 
counter displays are arranged for dealers, four times 
as much merchandise is sold as when only counter dis- 
plays are used. 

When a window display is used in connection with 
counter displays and no newspaper support is supplied, 
sales are six times as great as with counter displays 
only. ; 

When all three media are used in conjunction, nine 
to ten times the volume is obtained that is procured 
when newspapers and counter displays are used. 


and haye- ne 





To secure these findings we fell back upon circum- 
stances which usually work against us. It often hap- 
pens that during a newspaper campaign we cannot get 
windows with all dealers at the time desired, and are 


‘compelled to content ourselves with counter displays. 


This situation enabled us to make a direct comparison 
with the results procured from counter displays. 

As soon as we were sure that our plan of fact-find- 
ing would serve the field adequately, we were able to 
plan for the second check. This was accomplished by 
putting in both window and counter displays a few days 
in advance of the opening broadside in the newspapers. 
With newspaper campaigns in full blast, it was, of 
course, possible to make all checks at once and to de- 
termine the effect of combining all the media in the 
drive. 

National advertisers are taking our “Sales Analysis 
Plan” very seriously, and all of our contracts are com- 


- ing through on the strength of it. It is still new and 


can be tested again and again, and is being put to the 
test every time we handle a contract. But it has been 
so obviously helpful and it goes so far toward denuding 
display of its mystery and puting it on a parity with 
other advertising that we are working on plans for 
further improvement, which we believe will not only 
be of greater interest to our clients, but will enable 
them to speed up the sale of their products. 





Services Pinch-Hit For Salesmen 


Display Installers Frequently Employed by 
Drummers to Take Over Window Duties 


By N. W. REYNOLDS 
Window Display Service, Inc., Salt Lake City 


E have been paid to install displays for salesmen 

who were required to do this work. These salesmen 
found it to their advantage to have us make the installa- 
tion and pay for it out of their own pockets. It is a 
good selling point and means much to a salesman if he 
can say: “We'll have Blank Window Service put you in 
an attractive display.” ; 

On one occasion we were installing such a display 
(a food appeal) when the salesman brought a jobber 
to see the display we were finishing. Afterward he 
stated that, through the promise of these displays, he 
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for the occasion. He made a speech about the values 
of displays. As a result he was given a promotion to 
district salesman, with headquarters at Kansas City. 
For the following two weeks we were busy teaching 
him how to make trims. 

We know of another salesman who is required to 
make displays. This man watches our trims, and after 
two weeks places his displays in front of our back- 
grounds and takes a required picture to send in with 
his reports. 

The smart advertiser now realizes that salesmen 
are slowed up and his promotion efforts are interfered 
with when required to make window installations. 

Traveling crews are the greatest menace to the life 
of displays, and not the competitive services. These 
troopers have to install a required number in a certain 
time period before moving to the next town. They, 
therefore, bring every pressure to bear, even pleading 
for charity, for their job’s sake. 

There are times when we find dealers breaking their 
agreements so that they might accommodate these dis- 
plays. We have boycotted these dealers. When they 
find that they are not to be serviced as before, they 
soon come back and are “good Injins.” We are able 
to do this on account of the small number of dealers 
and the servicing we give them. This guarantees a 
full-time display of two weeks to all our clients whose 
displays we are pledged to protect. 





Seek to Cut Distribution Cost 


Association of National Advertisers to 
Establish Research Bureau 


PLAN to help lessen the cost of distribution by means of, 

gathering in one place all sales facts brought out by re- 
searches and studies has been advanced by the Association of 
National Advertisers, New York. The association has under- 
written the expense of maintaining a Central Bureau for Dis- 
tribution Research which will house the many meritorious 
reports which advertising mediums and agencies, independent 
research bodies, banking houses, and other organizations are 
today issuing on advertising and sales problems, 

“Mass production in American industry has been accom- 
plished by the proper use of scientific facts and methods,” said 
Everett R. Smith, of the Fuller Brush Company, and chair- 
man of the research council of the association, in a recent 
interview. “The manufacturer’s problem now is to distribute 
his goods at the lowest possible cost, This primarily requires 
research. Facts on all phases of ditribution are badly needed. 
Research is one of the greatest weapons that we have to fight 
the ever-increasing rise in the cost of doing business, 

Trade associations, schools of business, chambers of com- 
merce, buiness papers and other adyertising media, advertis- 
ing agent, banking institutions, foundations, and a score of 
other organizations are spending hundreds of thousands of 
dollars collecting and assembling worthwhile data. Hereto- 
fore, a great deal of this fine research work has been lost to 
those who would most benefit by it because there has been 
no one place where all studies were available. The Central 
Bureau for Distribution Research is designed to correct this.” 

Besides E. R. Smith, the members of the Research Council 
of the association are: Merle Banker Bates, Life Savers, Inc.; 
S. E Conybeare, Armstrong Cork Company; Wm. A. Hart, 
E. !. duPont deNemours & Company, Inc.; Bernard Lichten- 
berg, Alexander Hamilton Institute; A. H. Ogle, Bauer & 
Black; P. L. Thomson, Western Electric Company; Guy C. 
Smith, Libby, McNeill & Libby, and A. E. Haase, managing 
director of the Association of National Advertisers. 
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COLORED LIGHTING 
ATTRACTS 


Helps Sell Goods 


Put attractive color and 
life into your show win- 
dows through the use of 
RECO Color Hoods. 


RECO Color Hoods offer 
beautiful clear color pos- 
sibilities or color combina- 
tions with Ruby, Green, 
Blue and Amber. For all 
lamp sizes up to 500 watts. 


Use them for Interior 


Lighting, too, and make 
your store more attractive. 


iin aT as Full Information in 

ndar eco Hoo p sé ” 

Shield to prevent escapement P rofits F rom Color 
of white light. 


Jo YNOxX, 
ELECTRIC COMPANY 


Mfrs. of Reco Flashers and Color Lighting Equipment 
2677 W. CONGRESS ST. CHICAGO, ILL. 




















Modern Display — 
Fixtures and Stands 5: 






Designed and 
| Manufactured by 
| 


| HERMAN TAUTZ COMPANY 


 689—14th St. Milwaukee, Wis. 


tent po atc 














A NEW REVELATION IN COLOR 


A Complete Treatise on the 


SCIENCE OF COLOR 


Its Effects and Application 


A scientific method—mathematically correct and naturally per- 
fect. Will increase the drawing power of your displays by 
pleasing effects of properly balanced colors. 

Get a complete university training in color, condensed to 
practical aprlication. Invaluable to Displaymen and Window 
Trimmers, Architects and Decorators. 

Complete Course of 12 Lessons You Cannot Afford 
to Be Without. 


Postpaid $5.00 
DR. J. E. SIMONS, Colorologist 








567 Glisan Street, Portland, Oregon 
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DisPlay World 


Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS. 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


H. C. MENEFEE, President 





C. R. ROGERS, Editor 


N. SILVERBLATT, Secretary 
OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


Its Industry. 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


Business of Selling. 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
month of date of issue. All photographs reproduced become the property of the publishers. 


Selling the So many of the merchandising and adver- 
Sales Value tising fraternity look upon display as a 
of Display mere adjunct of retailing to be tolerated, 

but not regarded as a primary sales pro- 
moter, that it is hard to convince them of its impor- 
tance. 

The fact that ultimately purchase is based upon the 
ware’s capacity to convince by inspection seems to 
escape them. They become so wrapped up in the pro- 
cesses of personal selling, or appeal by the printed 
word, that they build up a wall of prejudice against 
other groups in store life. 

Particularly are they prone to flaunt the “window 
trimmer” as a mechanic, perhaps because he is not as 
blatant in informing the world of his achievements as 
his self-estimated peers. For this he has no one but 
himself to blame. Publicity is the food upon which 
loosely organized crafts must depend for growth. 
Hence, it is pleasant to note that Chicago displaymen 
have hit upon a plan for bringing home to executives 
the value of skillful display as opposed to mere mechan- 
ical trimming. 

At the meeting of the Advertising Council of the 
Chicago Association of Commerce on April 18, they 
gave it an initial test. W. L. Stensgaard was the 
speaker of the day and the Red Room of the Hotel 
LaSalle was crowded. 

Stensgaard put over a very effective talk in a 
very interesting way. Among other things he criti- 
cised advertising agencies for ignoring the power of 
display as a most helpful and inexpensive adjunct to 
all other advertising expenditures and appropriations, 
While this criticism was friendly, it was still firm. It 
seemed to take particularly well with all concerned. 

Just preceding the opening talk, there was a little 
prologue in which a bit of stage craft was used to put 
over the idea that gave the proper basis for the talk 
that Stensgaard made. A stage and window combined 





had been especially erected at one end of the room. 

The opening scene showed a man and his wife 
sitting around the reading table in.the-living room at 
home. She was reading the daily paper and he was 
reading the Saturday Evening Post. She interrupted 
his concentration to discuss with him the merits 
of “Cunningham Hosiery at $1.89 a Pair Special,” 
which was advertised in the newspaper ad of a local 
department store. The man happened to be noticing 
a full-page ad of the same hosiery in the Saturday 
Evening Post. He agreed that the hosiery must be 
good or they could not and would not advertise it in 
the Post. The result of this was that they decided 
to go shopping together the next day and look at the 
hosiery at the B. & K. store. 

The next scene showed them down to the street at 
the corner of the B. & K. Store with a window dis- 
play of Cunningham hosiery in the window. He was 
trying to remember the name of the hosiery when 
her eyes turned to the window and she saw the trade- 
mark there reproduced. However, when she looked 
at the hosiery as displayed in the window she lost all 
desire to buy them as they were displayed in a 
wrinkled manner, unattractive from the standpoint of 
color combination, and both decided that the hose 
were not as good as they were advertised. 

The third scene showed them standing in front of 
another window display at another store down the 
street. They were discussing their personal business 
when suddenly the woman turned and saw the hosiery 
in the window display, nicely displayed. She com- 
mented upon the attractive appearance of the hosiery, 
its good looks and the beautiful colors there dis- 
played. Them she:called his attention to the fact that 
it was Cunningham hosiery and also priced at $1.89. 
“This looks much better than the hose displayed in 
B. & K.’s window, doesn’t it, John?” “Yes,” he said, 
“it does look better and really looks like a good value 
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at $1.89.” The lady then said that she would be in 
the store for about two minutes to get two or three 
pairs of those hose and that she would be right out. 
Thus ended the little prologue which seemed to have 
gotten over the importance of good window display 
as well as emphasizing the ineffectiveness of poor or 
mediocre display of the same product. It went over 
exceedingly well with the entire crowd in the room. 
Carl Haecker was responsible for the stage craft and 
direction of that part of the program. 





Time Is the Christmas comes for the mer- 
Essence of chant and all those concerned 
Publication Service with his sales promotional ac- 

tivities long hefore Kriss Kringle 
betakes himself to the air for his wintry ride. The 
buyers first and then the displaymen, and shortly 
afterward the advertising men gird themselves to the 
task of preparing for the great event, securing and 
heralding the presence of the essential stocks. 

So it is with every other big store event of the 
year. All are thought out and planned long before 
the date of occurrence. For all the stage is carefully 
set and every phase of development is plotted. 

Whoever serves these institutions or any of their 
units dealing with buying or sales promotion must 
keep far ahead of present requirements. They must 
constantly anticipate—constantly sift their finding— 
constantly compile, digest and schedule to supply in- 
formation or goods at appropriate times. 

In the trade publication field especially is it essen- 
tial that subject-matter accord with requirements not 
of the time in being but of the immediate future and 
that it shall be issued on regular and unchanging 


schedules. A magazine issued the last of January is. 


intended for February consumption, no matter when 
it is dated, or is altogether obsolete by the time that 
it is released. 

DISPLAY WORLD is issued on the 15th of each 
month, and no measure of hardship or difficulty is 
permitted to interfere with mailing on that day. Dated 
for the month of issue, it is prepared to serve display- 
men during a period thirty days in advance and 
schedules are now being adjusted by which this ar- 
rangement can be lengthened to sixty days. ’ 


DISPLAY WORLD 65 


A New “For a long time it has been known that 
Field for near ultra-violet light could be used to 
Lighting illuminate objects painted with certain 


chemicals which have fluorescent prop- 
erties,‘ says Roger W. Babson in a current digest of 
business conditions. “Only recently, however, has 
practical equipment been developed for using this 
light in advertising, but equipment is now available 
at a relatively low price for installation in store win- 
dows. The light rays used are invisible except as they 
strike objects coated with the fluorescent paints. 
Then they cause the fluorescent paints to become self- 
luminous. The objects glow as if they themselves 
were the source of the light. This, of course, presents 
a strikingly beautiful display. 

“By applying different preparations to the show 
window merchandise all the colors of the rainbow 
can be produced. The illusion of a magically quick 
change in a store window setting can be obtained by 
alternating near ultra-violet light which shows only 
the fluorescent surfaces, and the ordinary white light 
which shows all the objects in their natural color. 
At night, startling and attractive displays are possible 
by the effect of the ultra-violet light on the specially 
treated merchandise or window setting.” 





A Gauge What’s the pulling power of display? 
For Display The answer must be purely speculative. 
Sales Puil No one can determine the source of 


custom without painstaking questioning 
of the patrons themselves. Newspapers are just as 
indefinite. 

Consequently, it is a notable achievement which 
Edward J. Stefan, Milwaukee display service man, 
has perfected through the series of checks upon ad- 
vertising conducted in recent months. Stefan con- 
ceived the idea that while notation of the resources of 
sales was difficult, contrast of the sales during a given 
period when but one type of medium was used would 
give a comparison of relative productivity. By close 
cooperation with the dealers he serves, he obtained 
essential statistics. His outstanding discovery is that 
windows plus counter displays pull 50 per cent better 
than advertising plus counter displays. 
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The first four months of the present year were auspicious 
for W. C. Henry, of Springfield, Ill. “Just double my volume 
ot a year ago,” he writes in a recent letter, which asserts that 
prospects for the rest of the year are very bright. More in- 
stallation men are being trained to keep pace with the rising 
tide of buisness. A few local firms are preparing to capitalize 
summer weather with special displays. 


Trims exemplifying display methods for drug and hard- 
ware stores were installed at the recent Detroit Better Mer- 
chandising Conference. ‘The fishing tackle trim which ap- 
pears here was produced by Ivan L. Avery, head of the Uni- 
versal Window Display Service, Detroit. 


“Forkner Advertising Service is just completing a group 
of Palmolive and Iodent campaigns and will have Hinds’ and 
Flie campaigns starting soon,” says S. R. Forkner, manager 
of Forkner Display Service, Anderson, Ind. “Business profits 
are good. We are corresponding with business firms regard- 
ing display work in eastern Indiana. 

“Earl Focese is now assistant in booking and installing 
displays. Our greatest trouble is in getting dealers to leave 
windows ready for the installers. Some of them are very 
willing to cooperate and others seem to think the installer 
should do all of his and their work as well. 

“We are expecting a nice business from insecticide com- 
panies during July and August. There is very little local 
work, as local stores do their own window work.” 





“At present we are working two concerns, the Country 
Club Ginger Ale and Charter Oak Beverages, in the state of 
Connecticut,” writes Morris M. Segal, general manager of 
Advo System, 488 Main Street, Hartford, Conn. “We are 
very fortunate in securing the services of Rene Tremblay, 
who is rated as one of Connecticut’s best crepe paper men.” 





“Campaigns handled by our service in the past four 
months,” says L. W. Hohenstein, 102 West Gordon Street, 
Savannah, Ga., “embrace the following: Bayer’s Aspirin, 
Sinuseptic, Creomulsion, White Rock Ginger Ale, The Crane 
Company (plumbing fixtures), Swift Specific and Centaur.” 





The Codd Advertising Service, Inc., of Tucson, Ariz., has 
opened a branch office in Bisbee with Garey J. Chandler as 
manager. Chandler has been doing window display work 
for years on the coast. This makes the third office for the 
Codd organization, the other two being in Tucson and 
Phoenix. 





“Window Display Advertising, Inc., fired first contract 
over wire,” says G. E. Bateman, of National Window Display 
Company, Spokane, Wash. “We have just closed a campaign 
on Iodent and are ready to start Palmolive soap and Spear- 
mint tooth paste drives.” 





“The contracts for the coming season were increasing in 
size and many new ones were being added, making it neces- 
sary for us to look for a new home,” says Paul C. Davison, 
of the Davison Display Service, Lincoln, Neb. “Our new 
location is 311 Brownell Building, located where it is much 
more convenient for the trimmers and also the manufacturer’s 
representative. We are now making installations for the fol- 
lowing companies: Squibb & Son, Clicquot Club, Lucky 
Strike, Between Acts, Little Cigars, Butter-Nut Coffee, 
Meadow Gold Butter, Franklin Ice Cream Company, Koser 
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Hardware Trim Installed at Detroit Better Busines: Con- 
ference by I. L. Avery, Universal Window Advertising Co. 


Ice Cream Company, Collin’s Ice Cream Company, White 
King Washing Machine Soap, Gem Razors, Manitou Ginger 
Ale, Silver Spray, and a number of local stores.” 


The Universal Window Advertising Company, Detroit, 
Mich., is now located in the Jefferson Terminal Warehouse, 
1900 East Jefferson Avenue. I. L. Avery, manager, reports 
that the window display installation business is active in De- 
troit and that a big summer business is anticipated. 





“We have moved our offices to 215% N. Market Street, 
Marion, IIl.,” says Paul E. Black, manager of Paul E. Black 
Display Service. “In our new quarters we have our entire 
business in one building, including our offices, studio, stock 
rooms and garage. 

“At this time we are handling contracts of McKesson & 
Robbins, Centaur Company, Clicquot Club, Pilot Ray Auto 
Lamps, General Tires, Lucky Strike Cigarettes, Krim-Kola 
and several smaller conttacts for local dealers. We have 
added two more men to our staff since getting the McKesson 
& Robbins contract for Louisiana, Illinois, Kentucky Arkansas 
and a portion of Missouri. These two mén are €xperienced 
in drug store display work. ide i 

“The outdoor advertising division of our. business is doing 
a nice business, haviiig closed the’ ¢oritract for the repainting 
of all ‘Indian Red’ gasoline boards in the State of Illinois. 
This work requires from four to six men and will take about 
sixty days to complete.” 


A. J. Coffee, of Macon, Ga., is hard at work on a cam- 
paign for the American Razor Corporation and is beginning 
another for “Lucky Strike” cigarettes. Following that he 
will launch a window drive for the Bamboo Bottling Com- 
pany. Clicquot Club is one of his present clients and Iodent 
Tooth Paste awarded him local showings in a drive recently 
completed. He has at his disposal fifty windows that offer 
openings which he is not yet able to book constantly. His 
territory embraces Macon, Milledgeville, Dublin, Forsyth, ' 
Barnesville and Thomaston, all of the latter towns being 
within a sixty-mile radius of Macon. 
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DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 














CALIFORNIA 


The Entire State Covered Every Fourteen Days 
Branch Offices: 


San Diego Oakland Sacramento Fresno 
THOMPSON & PARMLEY 
869 Folsom Street 1220 W. Pico 
San Francisco Los Angeles 





CINCINNATI 
AND SURROUNDING TERRITORY 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE 
603 So. Ohio Bank Bldg. Cincinnati, Ohio 
Representing Window Advertising, Inc., New York City 





J. Duncan Williams Joseph H. Marshall 


‘Williams-Marshall Displays 
“Window Display At Its Best” 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window dislay studio with life-size 
windows for photographing, set-ups, etc. 


PITTSBURGH 


SURROUNDING TERRITORY 
A Dependable and Reliable Organization Catering to 
NATIONAL ADVERTISERS 
Campaigns Planned——Guaranteed Service 
RYAN DISPLAY SERVICE 


BROAD AND STATION STS., E. E. PITTSBURGH, PA. 
Visit Our Model Window Showroom 


NEW ORLEANS 
This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake 
Charles, Lafayette, Monroe and Shreveport 
Window Display and Service Department 
S. R. Wilson, Manager 


I, L. LYONS & COMPANY, Ltd. 


Complete Window Display & Distributing Service 
for National and Local Advertisers 


WICHITA, OKLAHOMA CITY AND TULSA 


and Surrounding Territory 


Southwest Display Service 
108 S. Washington Ave. Wichita, Kansas 


PHILADELPHIA, PA. 


Dependable and Prompt Service. Complete Coverage 
of the Entire Philadelphia Market. Satisfaction 
Guaranteed. References from National Advertisers. 
THE S. J. HANICK COMPANY 
925 Cherry Street S. J. Hanick, Mgr. 














DETROIT 


Fall—Winter—Spring—Summer 
DETROIT WINDOW DISPLAY SERVICE 
438 East Woodbridge Street, Detroit, Mich. 

R. V. WAYNE, President 
Write for Circular on WAYNE CLOCK SYSTEM 


INDIANAPOLIS, IND. 


Complete Coverage for National Advertisers. 
Fire Insurance Carried for Your Protection. 
WEBER’S PIONEER DISPLAY SERVICE 
Fred W. Weber, Manager 
Office: 29 Kentucky Avenue 
Warehouse: 113 S. Capitol Avenue 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 


DETROIT 


The Universal Window Advertising Co. 


Jefferson Terminal Warehouse, 
1900 East Jefferson Avenue 
SPECIALISTS IN WINDOW ADVERTISING 
OUR WINDOWS SELL MERCHANDISE 


FOX VALLEY—-NORTHERN ILLINOIS 


A territory in Northern Illinois just chucked full of prosperous 
cities and towns. eager for better window displays. 


BINGHAM DISPLAY ADVERTISING SERVICE 








Cincinnati, Ohio 


















At Your Gervice ....... We Know How! 
Professional Building 
ELGIN - . ILLINOIS 
“Elgin WATCHES :-: :-: Bingham’s Displays” 
The Co-operative Covers 
Display Service Arkansas, Oklahoma, 


and Memphis, Tenn. 


A Complete Window Display and 
Distributing Service for National 
and Local Advertisers. 


Phone 5791 Dependability 


COVER 


TEXAS 


The Responding Lone Star 
Territory Through the 
TEXAS DISPLAY SERVICE 
1108 Laurel Ave., Beaumont, Texas 
G. T. Treswell, Mgr. 


112 Main St., 
Little Rock, 


Ark. 
Honesty 

















Display Services--This Is Your Market Place 


Place an ad here and establish the identity of your service in your city 
with the largest users of window display installations. | 
- The cost is very nominal and all are given equal representation, be- 
cause only one-inch space can be used. 
Address Advertising Department, DISPLAY WORLD 
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The “Newsiest”’ Issue 
In Many Months 


The 132-Page June Number of 


SIGNS 


OF THE TIMES 


THE NATIONAL JOURNAL OF DISPLAY ADVERTISING 


Feature Articles by W. C. Justice, H. C. 
Martin, and Other Authorities on Sign 
and Show Card Writing and Poster Art. 


Some of the Contents for June: 


Dark Cards for Color Effects; This Show Card 
Situation, by W. C. Justice; True Modernism Is 
Freshness, by H. C. Martin; Be Tense to Be Suc- 
cessful, by Whitney Ward; Work Sheets Assure 
Profits, by John J. Schreiner; Progressive Signicians 
—John H. Spanjer; Questions and Answers; Com- 
mercial Comment; Hi-Lites in the Domain of Sign 
Advertising; Sign News from London, by Edw. N. 
Goldsman; How They Advertise Sign Advertising ; 
Twenty Years Ago in SIGNS OF THE TIMES; 
Junking Old Signs for New, by W. N. Mackey; 
Growing Need for Posters; Theatrical Posters by 
L. G. ‘McDaniel; Gilbert Hanman Craves Art, by 
R. E. Brenner; Process Association Being Formed; 
Sign Week Prize Winners Named; Why Not Repeat 
Sign Week? by W. H. Easton; Practical Inventions. 





Subscribe Now and Keep in Touch With Wha:‘’s 
Doing in Your Industry 


$3.00 Per Year 
30c Per Single Copy 





SIGNS OF THE TIMES 
CINCINNATI, OHIO 





Publishers of the New Martin Book 
“1,000 PRACTICAL SHOW CARD LAYOUTS” 
$5.00 per Copy, Postpaid 
$7.00 With a Year’s Subscription 
($7.50 in Canada and Foreign Countries) 


SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, O. June, 1929 


Enclosed find $3.00, for which send me SIGNS OF 
, THE TIMES for one year. ($3.50 in Canada.) 
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The Metal Background Vogue 


(Continued from page 19) 
constituted its expanse folds of fabric were hung the 
soft colors of the metal. shimmering through their 
lengths. In the center of the window was a motion 
picture machine showing pictures of how the fabrics 


P, 


One of Eric Fleming’s Swan & Edgar London Sets 
were made. At the right was an “Easy” Washer, which 
emphasized the fact that wash goods were featured. 
Two headless forms clad in striking dresses of the 
materials demonstrated their attractiveness when 
“made up.” 

A spring ensemble of .feminine apparel. was pre- 
sented in the same series of. windows before a gold 
metal background relieved by a central triangle of 
green. In the center of this was a recess in which a 
mirror was placed “reflecting the spring modes.” A 
cut-out applique in mat board at the base of the mirror 
was executed in seasonal green. 

Still another display which utilized the metal backs 
was devoted to a sports ensemble which introduced a 
new color contrast. A garment was displayed on a 
mahogany figure. To the right and immediately in 
front of the metal was a patent leather screen with 
various shades of the leather appliqued into an original 
pattern. Every accessory in this window matched the 
garment perfectly. 





CONTEST OPENED ON SUPERBA CRAVATS 

The first display contest on Superba Cravats was opened 
on May 15 by H. C. Cohn & Company, Rochester, N. Y. 
Under the terms of the competition, which will continue to 
August 15, entrants may list as many windows as desired, 
sending in photographs six by eight inches or larger, with 
the name and address of the company and trimmer and the 
date of installation written on the back of the prints. Su- 
perba neckwear must be used in each window but other fur- 
nishings and clothing items may be included. Checks for 
$2.00 will be allowed for each photograph taken. 

Prizes will be grouped in three classes based upon popu- 
lation, classes consisting of: (1) cities under 15,000; (2) 
cities of 15,000 to 50,000; (3) cities over 50,000. For each 
class the following prizes will be awarded: First prize, $75.00; 
second prize, $50.00; third prize, $25.00; fourth prize, $10.00; 
fifth prize, $5.00; sixth prize, $5.00; seventh prize, $5.00; 
eighth prize, $5.00; ninth prize, $5.00; tenth prize, $5.00. 
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ALBANY, N. Y.—Joseph B. Carey, Advertising, Six Norton St. A. 
complete service covering central and eastern New York: 

BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
5:-57 Bristol St., Boston, Mass. C. W. Orr, Mgr. : 











BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St. 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 





CALIFORNIA—Larger cities covered daily; country towns every 14 
days.. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Adver- 
tising Co., 1507 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 418 Cypress 
St. Don’t overlook the south, Mr. Advertiser. 





CHICAGO, ILL.—Fisher. Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. <A reliable and modern .window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty. miles. 


COLUMBUS, OHIO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind, President and General Manager. Established 
and reliable display service doing work for over fifty different adver- 
tisers. 








DETROIT, MICH.—Detroit Window Display Service, 438 E. Wood- 
bridge St. R. V. Wayne, President and Manager. Whether it’s fall, 
winter, spring or summer, we’re ready for you. A background of years 
of service and a list of national advertiser clients that will surprise 
you. Write for circular on Wayne Clock System. 





INDIANAPOLIS, IND.—Weber’s Pioneer Display Service, 29 Ken- 
tucky Avenue. Fred. W. Weber, Manager. The right kind of window 
installations. Fire insurance carried for your protection. 





LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. : 





MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. Warehouse 431 Wisconsin Ave. J. Harry Bayley. 





MILWAUKEE, WIS.—Wisconsin Display Co. L. T. LaCoss, Presi- 
dent and General Manager. If in need, sure, in deed. 





MILWAUKEE, WIS.—Stefan Display Service, 333 Fourth St. Ed- 
ward J. Stefan, General Manager. Write for our portfolio on Sales 
Analysis & Merchandising “through window advertising.” 
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NEWARK, NEW JERSEY—Realtrt Window Display 893 Broad St. 
S. Harold Ragonesi, Mgr. Window instalation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
a have. satisfied others, why not you? You can try our service 
ut once. 


NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O-Display, Inc., 220% 
W. Third St. ‘All of Oklahoma covered each month. 


OSHKOSH, WIS.—Mees Display Service, 117 Main St. A_ well 
established service covering Oshkosh and surrounding territory. 


PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
Samuel J. Hanick, Manager and Diréctor. A unique display service 
for national advertisers covefing Pennsylvania, New Jersey and Dela- 
ware. Write for a list of satisfied clients. 


_PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 


QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 
RICHMOND, VA.—Robert Waitt, 523 E. Main St. 


ROCHESTER, N. Y.—Windo-Craft Display Service, Offices 32 E. 
Genesee St., Buffalo, N. Y. E. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 


SALT LAKE CITY, UTAH—The Window Display Service, 403 E. 
Fourth South St. N. W. Reynolds, Manager. A really dependable 
service affiliated with the Drug Buyers’ Club. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 






































ST. LOUIS, MO.—Thornhill’s Display Service, 919 High St. A com- 
plete and reliable window display service for the national advertiser. 
We satisfy our many flients. 





SYRACUSE, N. Y.—Joseph B. Carey, Advertising, Hills Bldg. A 
complete service covering central and eastern New York. 





UTICA, N. Y.—Joseph B. Carey, Advertising. Two Lafayette St. 
A complete service covering central and eastern New York. 





WATERLOO, I10WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 





WHEELING, W. VA.—Iams Display Service. Distinctive displays. 





Window Craft in Paris 


(Continued from page 22) 


one-half hours to go through. Also went through the 
factory of J. A. F. (Les Jonets et Automates Frangais ), 
which took one-half day. 

I visited Siégel’s display room in Paris and then 
went out with M. Siégel to the plant and studios outside 
of Paris. This took six hours, and was intensely interest- 
ing. Among other things, Mr. Siégel showed me the 
figures he is bringing out in 1929. I regret I cannot 
describe them, but am sure of their success in America. 

Then came a visit to Worth & Lucien, Lelong, and 
half-days in stores like Louvre & Maison Blanche. I 
regret that the time and energy were wasted. I revisited 
such exhibitions as Salon des Tuilleries, Van Lurs, 
Colette Weill Galerie, Galerie Zak, Muses du Jen de 
Paume, Louvre & Luxemberg. Then there was the 
shop of Mme. Luzarski, famous for costume dolls; the 
Beauty Shop, Rue des Italiens, with its front of zinc 
and copper ,lacquered panels by Jean Durand, display 


cases by Louis Barillet, furniture by Francis Jourdain, 
fabrics by Helene Henry and structural design by 
Robert Mallet Stevens. The Basque Bar is quite out- 
standing and interesting. It is, however, “feverish 
modernism” and: unadaptable to any use I can think of. 

Galeries Lafayette do over 3,000,000 francs a day. 
Galeries Lafayette and Printemps own the thirty largest 
stores in France, the Galeries Lafayette under the 
original name of the company and Printemps under 
their own name. 





GERMANS DEMONSTRATE AT FRANKFURT 


The Frankfurt-Am-Maine Fair, April 14-17, acknowledged 
public interest in window trimming by inviting the German 
Association of Window Decorators to conduct a series of 
demonstrations during the entire period of the exposition. 
Under the direction of Bruno Seydel, president, George Krebs, 
display manager .of Wertheim Company, Berlin, Berthold 
Menken, designer for the company of same name at Cologne, 
producers of national advertising displays, and Walter 
Thaege, a noted display service -man;-the~association put on 
a notable series of trims for the edification of Fair sight- 


seers. 
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Can Good Cards Be Hurtied? 


Good Work Can Be Turned Out Rapidly if the Writer Will Keep Away 


from Time-Consuming Complications—Riot of Color No Advantage 


By RAY E. DARLIN 
Designer and Letterer, Chicago, IIl. 


HEN the clock says “Stop!” will your work 

let you go? This was a recent heading on a 

Speedball pen advertisement. In using these 

words my intention is not to give this ad 

further value, but to impress upon you the worth of 
these words. 

When the clock says “Stop!” will your work let 
you go? No matter how ambitious a man may be, he 
likes to stop when the clock calls time. This could 
easily be done if you were satisfied to “knock out” 
your work in a hit-or-miss fashion. But that isn’t 
what we are striving for. Every card writer would 
like to take his time and do the best work that is pos- 
sible on every card, providing he also could stop when 
the clock says stop. There are always unexpected 
things that turn up at the last minute that are beyond 
our control. Outside of this it is mostly your own 


fault if you have to work after the street cars stop 
running. 

I say, “Good work can be turned out fast.” This 
may sound like a very broad statement, but it is true. 
Good work does not necessarily mean something that 
is so complicated that hours of labor are required to 
complete it. Good cards can be turned out very 
simply, plain, and with few colors. What I am trying 
to put across is the fact that you are wasting time by 
putting three or four differently colored borders 
around a.card, or using a number of beautiful “use- 
less” outlines and highlights on each letter. This is 
perfectly all right if you have plenty of. time, but I 
am speaking with the thought in mind that you have 
plenty to do and no time to waste. mee 

_ A card has just as much, if not more, advertising 
value if made plain, neat and forceful. One or two 
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colors is just as good as a dozen; a simple border is 
just as effective as a fancy one. All of this saves time, 
does not detract from the value of your work, and 
lets you stop when the clock says “stop.” 
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A Collapsible Work Bench for the Card Writer Designed 
by Leo Johnson, Chicago Display Service Man 

The cards that appear with this atricle are a little 
out of the ordinary in layout and measurements. 
These cards were executed on stock 7 x 22 inches in 
size. Being extremely tall they help to obtain variety. 
The cardboard is white with all lettering and deco- 
rations in black. 
SEIFERTH COMPANY STUDIOS, PITTSBURGH, PA. 


The H. H. Seiferth Company Studios are just two years 
old and now occupy 10,000 square feet of floor space. 





The parent organization, H. H. Seiferth Company, was ° 


established in 1890. Being proud of the reputation it enjoyed 
as one of the outstanding companies of its kind in the coun- 
try, it furthered its cause and purpose by creating a depart- 
ment to devote its activities to the needs of the displaymen; 
to design and manufacture individual and distinctive window 
backgrounds and display featurers. The new department took 
on the standards and policies of the parent company, result- 
ing in its growth by rapid strides. In less than eighteen 
months it outgrew its original quarters and it is now housed 
in its new modern studios. 


Its experimental department is ever striving to bring-out’ 


new mediums to give the displaymen something new and dif- 
ferent. The service department endeavors to create distinc- 
tive and individual display designs that are practical and 
they are ready to assist the displayman to carry out his ideas 
in the desired medium and within his appropriation, The 
personnel of the company includes: H. H. Seiferth, presi- 
dent; J. Waring Carpenter, supervisor and designer, and J. 
Toner Aland, sales manager. 

Displaymen are cordially invited to visit the company’s 
studios at both 121 Fancourt Street, downtown Pittsburgh, 
and 330 Sampson Street, Northside, Pittsburgh, 





NEW WATSON CATALOG ISSUED 

Another profusely illustrated and very complete catalog 
has just been issued by the George E. Watson Company, 164 
W. Lake Street, Chicago. The 128 pages of this work give 
the latest information and prices on everything in the way 
of paints, brushes, lettering pens, cardboard, show cards and 
Poster supplies needed by displaymen and show card writers 
for effective modern work. So great has been the demand 
lor this catalog No. 50 that a second huge edition is now on 
the presses and will soon be ready for distribution. 
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4 ee Colors 
MAKE GOOD 


at the end of a brush 


COULD give you a 

long, technical descrip- 

tion of these “Perfect 
Stroke” colors. But I’m 
not going to. Because, to 
make a long story short, 
all you want is an answer 
to the question, “How do 
these colors perform on the 
job?” 





And here’s the best answer I know to that 
question. I’ve been in the show card and sign 
writing business for a number of years. At 
first I tried every kind of color I could find. 


And at last I decided to have a line of colors 
made to my own specifications. They had to 
flow smoothly, cover perfectly, dry quickly 
to a soft velvet finish. They had to dry hard 
enough so that’ I could lay white over them 
without the color bleeding. And the colors 
had to be rich and brilliant. 


Well, after a lot of experiment and tests, I 
succeeded in getting exactly the formula I 
wanted. And that’s what I’m passing on to 
you in “Perfect Stroke” colors. I know that 
every one of these “Perfect Stroke” colors is 
just as good as it can possibly be made. 
There’s no theory or guesswork about it. 
They’ve had to make good on the job. 


Next time you have to buy show card colors, 
try “Perfect Strokes.” You'll find ’em on 
page 39 of my catalog. I'll be glad to send 
you a free color card if you wish. And, by 
the way, if you don’t hap- 
pen to have a copy of my 
complete catalog, you'd 
better send for one. It’s a 
mighty useful thing to 
have around. 








126-130 E. THIRD: ST., DAYTON, OHIO 
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Attuning the Card to Men’s Wear 


Bright Colors Shed a Lustre Upon Goods Which Cry Out for 
Embellishment and Aid in Supplying Atttaction Qualities 


By EUGENE COWGILL 
Distlay Manager, J. Black & Sons, Birmingham, Ala. 


EN’S wear steadily grows more colorful, but 
it is many leagues removed from the bright 
hues of feminine apparel. The men’s wear 
trimmer long ago learned that ties, scarfs 

and mufflers were as vital elements of decoration as of 

the ensemble, which is the favorite sales device of the 

modern merchant. Color is a necessary complement of 

~ present-day trimming, and usually the windowman has 
to pull it into his displays by main force. 

What can be a more valuable contribution to his 


display, therefore, than a colorful card? It cannot be 
gaudy—it must not be too ornate. If a reasonable 
compromise can be struck between these hazards, an 
attraction device may be shaped that will prove genu- 
inely beneficial. 

Each of the cards shown in the accompanying 
group was designed with that idea in mind. Each is 
strongly colored and yet with every effort to repress 
glaring combinations. The lettering is a trifle “showy,” 
but as it is viewed at short range could be subordinated 





A Group of Cards Exemplifying Cowgill’s Conception of the Lettering and Colors Vital to Men’s Wear 


June, 1929 
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to the designs without material damage to effectiveness. 

The color schemes are quite diverse. In “Shorts” 
we had a black card with a side border of successive 
stripes in pale green, each stripe increasing in intensity 
as the black was approached. The small lettering was 
in white, the prices in pea green. As the border of the 
pictorial applique was. lilac, the word “Shorts” was 
similarly pigmented. 

“Travlwear” was a green card with a scrolled 
design at the top, beginning in deep violet and con- 
cluding at the inside in pale lavender. The display 
lettering was white, the contrasting lettering in black. 

“Key West Twists” was black, lettered in pale yel- 
low, with an applique in pink and green against stripes 
of canary. The arrow.at the base, running from right 
to left, was in lavender. 

“Spring Hats” was executed on a black board. The 
applique was in tans and pinks, the display lettering 
and the circular lines from top to bottom in greens of 
contrasting depth. The small lettering was in white. 

“Underwear” had a canary surface set off by a top 
design much like that in “Travlwear.” Against this 
an applique in yellow relieved by red orange was placed. 
The lettering was in black. 

The concluding card, “The Greatest Value,” was 
virtually a copy of “Shorts.” Striping, lettering, and 
appliques were in the same color combinations. 

Let this be said for our use of the “paste-ons.” 
The scheme is by no means new, and is frowned upon 
by many card writers as an indication of craft weak- 
ness. But no critic can successfully deny the superiority 
of the commercial artist. While the card writer can 
copy his technique, the task is laborious. If the clip- 
ping can be merged into a composition of harmonious 
colors so that its fornrdoes not stand out like a wind- 
mill on the prairie, there is no sound reason why it 
should not be used. 


Chicago Monthly Display Review 

(Continued from page 13) 
homes in the distance. Across the night sky this message is 
written: “Let Hartman Build and Finance a Home on Your 
Lot.” A special exhibit of “Hermitage Homes” is located per- 
manently on the twelfth floor. Signs in the window call 
attention to the fact that only nationally known materials are 
used—experienced workmanship—no cash down—monthly 
payments—‘“just like rent.” 

An adjoining window carried a special display of bicycles 
for boys, girls and little tots. Six wheels were featured and 
all with prices. The floor was covered with grass matting 
except a sawdust path of sidewalk width in which five of the 
bikes were posed. 

I. Miller’s shoe store on State Street has two new back- 
ground ideas this month. One of them is suggestive of the 
circus with different colored balloons floating above the circus 
tents and exterior attractions. Aside from adding an attrac- 
tive color element to the picture, the balloons are so arranged 
that a letter on each spells the words, “A Carnival of Shoes 
at I. Miller’s.” 

The floor of this window is covered with a light green 
fabric and confetti profusely sprinkled all over it. Colored 
shoes in fancy mixtures and hosiery in iridescent shades are 
well displayed. 

The other window has a center panel upon which has been 
drawn a sheet of music. Above this, lettering conveys this 
thought and caption, “A Symphony in White.” The display 
features all white, black and white, tan and white pumps in 
satin, suede, kid and cloth. White and light tinted shades in 
hosiery are displayed with the white shoes. A. C. Poirer-is 
the display manager for I. Miller’s. 
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OF ners cannot do their 


best work with poor ma- 
terials. Imagine a brush that 
sheds hairs--a pen that scratches 
--a poor quality board! 








The exacting requirements of 
leading show card artists has re- 
sulted in the protection of our 


It has a super finish that takes 
colors in their true value. 


It may be had in thirty dis- 
tinct shades, for harmonious or 
contrast effects. 


Send for Samples Book No. 100 
Showing the Complete Line 


CHICAGO CARDBOARD COMPANY 
= Specializing in Fancy Cardboard Products =_ 
664-670 Washington Boulevard, Chicago 








Papert 


From Watson’s Display Dept. 


The Geo. E. Watson Company is known to displaymen everywhere 
as a reliable supply house. Orders are carefully filled, and substitu- 
tions are not made without your approval. There are no delays. 

In our 128-page catalog you will find all supplies needed in a 
modern display department. Send for Catalog No. 50 today. 





Red Sable Show 
Card Brushes 


Made from the finest grade of Red Sable, 
Elastic and Springy; Copper Ferrules; Polished 
Handles. Cut shows exact size. 


Per doz. Each Per doz. Each 

No. 2 ..$1.65 $0.16 No. 12...$ 5.80 $0.60 

No. 4... 1.80 18 No. 14... 7.40 75 

No. 6... 2.30 .24 No. 16... 11.10 1.10 

No. 8... 3.20 32 No. 18... 13.86 1.30 

No. 10 .. 4.40 44 No. 20... 16:30 1.60 
Complete set of 10 sizes............. $6.00 


Geo. E. Watson Co. 


“The Paint People” 
164 W. Lake St., Chicago, Ill. 


DW6-Gray 
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BRIGHT LIGHTS of LILLIPUTIA 


Miniature Street Will Feature Exhibit of National Lamp Works at 
Atlantic City Convention of N. E. L. A——From Auto Hub Caps to 
Skyscrapers, It Is Scaled Faithfully 


By D. W. KOPPES 


HEN Alice took her famous trip through 
‘Wonderland there was plenty to see. But 
there wasn’t of the things that will make you 
rub your eyes in amazement and feel like a 

clumsy giant when you gaze upon a certain pretty street 
in miniature. 

The model street is the property of the National 
Lamp Works, Cleveland, and was designed by E. F. 
Lumber, of that organization, for use in the Nela 
School of Lighting, National Lamp Works. During 
the first week of June it was on exhibition at the Na- 
tional Electric Light Association convention at Atlantic 
City. 

The miniature street is by no means merely an 
artistic bit of modeling to attract passersby. It is scaled 
faithfully, one-sixteenth actual size, from automobile 
hubcaps to tall buildings. Nothing you will find on the 
street of the modern American metropolis has escaped 
the designer’s notice. From hydrants to skyscrapers, 
it is all there. 

The particular mission of the miniature street is to 
demonstrate what lighting engineers see ahead in vari- 
ous phases of lighting. Examples of what the future 
will hold for electric signs and display lighting, flood- 
lighting, window display lighting, street lighting, store 
‘lighting——it is all there. 

The part floodlighting is destined to play in bringing 
out the beauty in architectural design is particularly set 
forth. Distinctive electrical advertising flashes forth 
from office buildings and store fronts, demonstrating 
how electric signs of the future will add beauty to city 
streets. These signs have, in spite of the fact that they 


A Close-up of 
the Exhibit 
Revealing Its 
Fidelity to 
Modern 
































The Miniature Street as It Appears in the Exhibit 


are in miniature, all the motion, design and attractive 
qualities to be found anywhere in actual signs. 

Show windows in miniature store fronts contain 
merchandise in miniature, scientifically lighted to at- 
tract miniature passersby. In the street in front of the 
theatre automobiles with dimmed headlights are drawn 
up awaiting passengers. 

At least five months of study by Mr. Lumber and 
assistants were required to complete the display. The 
minute details worked out in the miniature street give 
ample evidence of painstaking effort and slow progress. 

Little blocks of clay paper were used to simulate 
terra cotta on certain of the building fronts. Wire 
board, 3A, seven-inch set, was used to construct the 








It Was 
Designed and 
Executed Under 
the Direction of 
E. F. Lumber, 





Architecture. 











a Staff Member. 
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walls of the buildings. For the electric signs and dis- 
plays, four-ply board, pierced with a myriad holes made 
by a 3/69-inch steel punch to represent the electric 
lamps, were backed with tracing paper and Mazda 
lamps placed behind them. The amazing accuracy, 
architectural relief and details one discovers in the dis- 
play were made possible through the use of papier- 
mache pasted in carefully made indentations. . 





Westinghouse Opens Light Institute 


Permanent Display of Lighting Apparatus and 
Applications in New York 


D® ‘PICTING the application of electric light to all phases 
of life, commerce and industry, the Westinghouse Light- 
ing Institute will be opened in Grand Central Palace, New 
York City, the latter part of May. This permanent institute 
for the advancement of the art of modern lighting will be 
conducted under the auspices of the Westinghouse Lamp 
Company. 

The opening of the institute will be coincident with the 
opening of the convention of the National Electric Light 
Association in Atlantic City and the inauguration of Light’s 
Golden Jubilee. 

The institute itself, occupying as it does the entire seventh 
floor of the Grand Central Palace, an entire city block of 
40,000 square feet, has brought into this operation the in- 
crements of modern construction, Mazda Avenue is a typical 
city street and has fronting on it a modern home, a bank, a 
theatre, a combination gasoline filling station, accessory store 
and office, an industrial building, a department store, a florist 
shop, and two completely equipped electrical stores, one 
typifying the average central station merchandising room and 
the other representing an ideal example of an electrical store 
of average size. Here it may be possible to study layouts and 
show the effect of different plans. 

In addition to this, there will be excellent examples of 
office lighting in a typical general office, a directors’ office and 


a conference room. There will be a model school room, illus- 


trating what seldom exists today—adequate lighting not only 
of the room itself, but of the blackboard spaces. Advertising 
displays, utilizing electric light, and a transportation room, 
where model lighting will be shown for steam and electric 
railway cars, buses, and the various types of lighting utilized 
in modern airports will also be featured. 

Artificial light produced by electricity has become so 
commonplace during its fifty years that it is accepted with 
hardly a thought of its existence. This complete acceptance 
has been largely the result of a standardization in lamp manu- 
facture that in a sense has stultified the development of ap- 
plication methods. The electric lamp is used for what are 
considered satisfactory results without an adequate appre- 
ciation of what would be possible if greater knowledge 
existed in the application of light. It is this theory of appli- 
cation that makes the Westinghouse Lighting Institute a 
unique venture in the history of applied lighting. 

The institute will be open to the public and will be free 
for all visitors. It is especially desired that people who are 
interested in lighting in any of its phases make the institute 
a headquarters for the solution of their problems. Instead 
of a demonstration from pictures and catalogs, engineers and 
their clients may come to.the institute and see the applica- 
tions of illumination that are possible within the scope of 
this “modern city of light.” 





KELVINATOR EXHIBIT IN SILVER 


Atlantic City will be the scene of brilliant displays and 
gatherings of notables seldom equaled in commercial con- 
ventions when the National Electric Light Association gathers 
for its fifty-second annual convention, May 31-June 7. 

“The most rapidly growing infant in the use of electricity 
at the present time is electric refrigeration, and it has been 

(Continued on page 80) 
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“Why I recommend 
Airbrushes’’ 


—W. L. Walker of Koester School 


e ALWAYS recommend what I honestly consider 

the best in the way of all materials and sup- 

plies for the card writer,” writes Mr. W. L. 

Walker, Instructor, The Koester School of Win- 

dow Display Advertising and Card Writing. 

‘That is why I recommend Paasche Airbrushes. 

I sips _ poe gg and I do not recom- 

i ‘ mend them with any idea of rrofit for myself.” 
Send for the latest No better evidence of Paasche superiority 
bulletins for dis- could be given than this voluntary statement by 
the instructor of this famous school. Paasche 
oman is the most highly perfected made 


Free To You! and is always dependable, never clogging. 


sa ascly Nerrush Ge 


playmen. They are 


1992 Diversey Parkway, Chicago, Illinois 


New York Cleveland Denver 
Boston Z Detroit Los Angeles 
Philadelphia St. Louis Seattle 
Pittsburgh Hughes-Owens Co., 





Montreal, Winnipeg, Toronto, Ottawa. 
DW6-Gray 


@ THE BRISCHOGRAPH 
PROJECTOR 


It’s easy to make life size posters, 
cut-outs and background panels. 
Simply place picture. switch on 
lights, focus to size wanted and 
draw with pencil, pen or brush 


$25 


OTHER MAKES FROM §75 UP. 


Send for book'et and catalog of 
the finest projectors made. 


The Brischograph Co. 


92 E. Lakeview A, Columbus, O. 
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; LETTERING 
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LITHOGRAPHED DISPLAYS 
| CUT-OUTS, POSTERS, ETC. 
LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 


2 DUANE STREET NEW YORE 














USE THE OPPORTUNITY EXCHANGE AS 
YOUR WANT AD MEDIUM 

















CHICAGO 
Reported by Dan Hines, President 


The Chicago Club has voted to continue meetings through- 
out the summer. The question was submitted to them with 
my recommendation that we dispense with meetings and they 
emphatically declared themselves for at least one meeting a 
month and that is the schedule we will follow. 

One meeting will be held the first Monday in July and 
the second the first Monday in August. Beginning Septem- 
ber 1, meetings will be held every two weeks, as is now our 
tustom. 

The decision to hold summer meetings is but another in- 
dication of the enthusiasm of the Chicago Club and we have 
been successful in sustaining the interest of all our club 
members. 

The past few meetings have been very interesting in spite 
of the fact that a great part of them is spent in assisting with 
plans for the convention. We plan to hold a “ladies’ night” 
on the evening of June 3 to stimulate interest in the con- 
vention and to assist the ladies’ auxiliary with their plans. 
We plan to have some good speakers, dancing and a buffet 
lunch. > 





PHILADELPHIA 
Reported by T. Kenneth Harveson, Secretary 


The Philadelphia Display Guild had a very interesting 
meeting on April 16. The meeting was called to order by 
outgoing president, Jerome Koerber, who installed the new 
officers. He thanked all the past officers for the support they 
had given him in the past year and the many good times the 
guild had enjoyed. 

Mr. Schmidt, on behalf of the new regimé, thanked Mr. 
Koerber for the many kind words spoken and promised him 
the new officers would try to carry on the work that he had 
planned. He asked Mr. Koerber to accept the honorable office 
of the guild’s adviser. Mr. Koerber accepted and made a 
very elaborate speech on good fellowship and cooperation, 
impressing on every man’s mind that he must learn first and 
then teach others and not criticise the things done by others, 
but study and make one’s own work better. Mr. Koerber’s 
talk was very sincere. 

President Schmidt demonstrated his ability as a lecturer 
by giving a very fine review of the history of Philadelphia, 
showing, by chart, the commercial growths of the city and 
what may be expected in the future. 

Carlton Jones, display manager for the Pep Boys, a large 
chain of automobile supply stores, gave a wonderful demon- 
stration and talk on the way they make their unique settings 
and posters. 

Meredith S. Ireys, a noted Philadelphia artist, held the 
“boys” spellbound with a very fine lecture on “Modern Art 
as Applied to the Show Window.” 





FORT WORTH, TEXAS 

Repcrted by Marshall E. Moody, Publ‘city Committee 

The Fort Worth Display Men’s Club played host to mem- 
bers of the Dallas Club, several from Wichita Falls, and 
S. T. McNamara, of Adler-Jones Company with an outing 
on Lake Worth, Saturday night, May 11. 

Carnival hats were issued everyone as they came in with 
many other souvenirs. An old-fashioned barbecue with all 
the fixin’s was next in order, followed by dancing, with sev- 
eral special dances, including a broom dance. Prizes were 
awarded the winners. Kiddie Kar races for men and women 
drew other prizes. A cigarette test was held, Clown cigarettes 
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_ being used throughout and numbered 1, 2, 3 and 4. Of course, 


all of the numbers won several first places and it proved a 
real feature when we announced that all the cigarettes were 
Clowns. Eight prizes were awarded to holders of the lucky 
numbers that were issued. B. E. Chester, president of the 
local club, was toastmaster; W. M. Outzs, chairman of enter- 
tainments, and Marshall E. Moody, chairman of arrange- 
ments. 





GRAND RAPIDS, MICH. 
Reported by J. Hans, Secretary 


The May meeting of the Grand Rapids Display Club was 
held on Friday evening, May 3, at the home of J. T. Mackey 
(formerly of Herpolsheimer Company, of this city) with 
thirty members present. A membership drive was started 
and a prize offered for the member bringing in the most new 
members over five. 

Our last business meeting of the season was held Friday 
evening, June 7, at the Y. M. C. A. Dinner was served at 
six o'clock, followed by a debate on the subject, “Are Price 
Tickets Essential in Window Display?” L. D. Slack, of 
Wurzburg’s, took the affirmative, and J. Reitberg, of the Bos- 
ton Store, the negative. R. E. Haynes showed a men’s fur- 
nishing display. 





INDIANAPOLIS, IND. 
Reported by A. Roeder, President 


The meeting of the Indianapolis Display Men’s Club was 
held on the second Monday in May instead of the first, owing 
to the fact that the officers of the club were unable to attend 
due to being absent from the city. However, the meeting of 
last Monday was a huge success. 

The executives became interested in discussion of the 
number of men each one had in his department and each one 
telling of difficulties encountered and how obstacles are over- 
come. 

The attendance of the May meeting was unusually good, 
but in order to have a record-breaking crowd at the last 
meeting before the convention, each member promises to 
bring one or more fellow-members to our June meeting. The 
Indianapolis Display Men’s Club hopes to have the largest 
attendance from this city ever at an I. A. D. M. convention. 





ST. PAUL, MINN. 
Reported by O. W. Bennett, Secretary 

The St. Paul Club enjoyed the largest attendance since 
their reorganization at the regular meeting held May 21, 1929. 
The meeting was called for 6:30. Hot dogs, doughnuts and 
coffee were served, followed by cigars and cigarettes, and 
spiced with a short, peppy business meeting at which the 
following officers were elected: Robert Buss, president, 
Schuneman-Mannheimers;. Harold Nielan, vice-president, 
Maurice L. Rothschild; Myles Stransky, treasurer, St. Paul 
House Furnishings Co.; Orville Bennett, secretary, Mont- 

gomery Ward & Company, retail store. 
The meeting was followed by discussions which proved 
helpful and interesting to all. Several members are driving 

to the convention next month. 





ST. LOUIS, MO. 
Reported by Sidney J. Durham, Secretary 
The meeting of the St. Louis Display: Men’s. Club was 
held Wednesday evening, May 15, at Hotel Claridge. We 
represented an enthusiastic meeting with a good attendance. 
After dinner the topic for discussion was, “Convention Plans 
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When Ft. Worth 
Played Host 
to the Dallas 
Displaymen 
with an Old- 

Time Barbecue. 

















and Railroad Accommodations.” The majority decided to 
leave at twelve, midnight, Saturday, June 15, on a special car. 
We also invite those going through en route to Chicago to 
make reservations and join us on the convention special. 

Another point of discussion was who would join the com- 
petitive demonstrations. The following are a few names of 
those who will enter: B. A. Rainwater, silverware and jew- 
elry; F. W. Kirchner, shirts and shorts—new cut-out stunt; 
Melvin Wallschleger, men’s hats; Ed Lamprich, anything; 
Sid J. Durham, anything in ladies’ wear’ and accessor‘es. 





PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 

“Today is the tomorrow that you worried about yesterday.” 
This is the slogan that I found mixed up with Charlie Boyd’s 
samples on the afternoon of May 27. William Scharning- 
hausen, display manager of the Bon Marche, and his little 
daughter, Edna, were visiting here also. They came down 
from Seattle on their way to the Chicage: convention and 
then on to New York. The Portland Display Men’s Club had 
the pleasure of entertaining the distinguished guests at the 
meeting held that evening. 

This meeting was a very important one. News of the fact 
that Everett, Washington, did not have a hotel with space 
enough to accommodate the manufacturers and displaymen, 
who are expected to attend the 1929 convention of the P. C. 
A. D. M. reached Portland about a month ago. The Portland 
boys held a “get busy” luncheon and decided to put in their 
bid for the convention. The result was as follows: We are 
glad to announce that the 1929 convention of the P..C. A. 
D. M. will be held in Portland, Ore., September 23, 24 and 
25. So, fellows, we welcome you one and all to the City of 
Roses. 

Mr. Phillips, president and general manager of the Palace 
Store, Spokane; Mr. Ditter, of Yakima, and Mr. Scibird, of 
Vancouver, B. C., will attend this convention. Bert Landers, 
of Los Angeles, is coming also. .They are blazing the trail 
for the. rest of you to follow. Start laying your plans now 
to be with us in September. 

William Scharninghausen, third vice-president of the I. A. 
D. M., gave us a very interesting talk on windows. He said 
that we might know whether a window is good or bad, but 
we should analyze the reason why. “Use your head and 
work out complete ensembles. Study magazines and style 
trend. Display is a profession and we should have our 
knowledge organized that we might be worthy of our pro- 
fession.” 

Mr. DeBorde, of Hardman’s Hat Store, gave us a demon- 
stration of straw hats and a very interesting lecture on the 
history of straw hats. Mr. DeBorde is to be complimented 
on the fact that he has brought fifteen new members in‘o the 
Portland Club and we have elected him second vice-pres‘d>nt. 
We are a growing organization and we expect to put over a 
teal convention where good fellowship will reign supreme. 





DETROIT, MICH. 
Reported by T. A. Brown, Secretary 

Dinner was served to the twenty-five members present. 
After the dinner, F. E. Whitelam, president, called-the mem- 
bers to order and a short business was held. 

The entertainment and educational features of the meeting 
were in charge of the free lance members of the club. 
namely, R. H. Heimback, C. E. Ely, L. Hood and I. L. Avery. 
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Carnival Hats 
and Confetti 
Added to Gayety 
of the 
Texans’ Inter-Club 
Celebration 


Mr. Avery installed a duplicate of a display that he has 
been placing for the Premier Malt Products Company. Seven 
hundred of these displays have been recently installed by him 
in the Detroit District. 

Mr. Hood showed the members a very interesting collection 
of lettering pens that have been in his possession for fifteen 


years or over. 

C. E. Ely read an educational paper prepared by Mr. 
Weaver. Mr. Heimback finished the entertainment with 
stories and jokes that were enjoyed by all present. 





OMAHA, NEB. 
By Frank Fiala 
The club is still going strong and the new officers are 
doing their best to have a large attendance at all meetings. 
At the last meeting a letter was read before the members that 
C. Kieffer sent out, and was discussed and proven very valu- 
able to fellow-displaymen. 





DAYTON, OHIO 

The Dayton Association of Display Men, Dayton, Ohio, 
held a very interesting luncheon meeting in the private dining 
room at the Elder & Johnston store on Thursday, June 6. 
E. W. Quintrell presided and there was an attendance of 
fifteen. The Chicago convention of the I. A. D. M. was dis- 
cussed and indications are that a delegation of fifteen will at- 
tend, which is considered a very good showing. N. Silver- 
blatt, secretary of DISPLAY WORLD, was a gevest at the 
meeting, and in a few brief remarks urged a greater interest 
on the part of displaymen generally in their national organi- 
zation. He stated that the value and importance of the na- 
tional body can only be as strong as the respect, support and 
cooperation rendered by each individual displayman. He 
stated further that displaymen attending the national con- 
ventions should attend all business sessions and should par- 
take in all discussions and exercise their franchise with care, 
for, after all, the national body is governed in the main by 
the vote of its membership. After adjournment, the club in 
a body went to the offices of the Dayton News, where they 
were photographed for a publicity story in the Sunday edition. 
The Dayton Club’s cooperation in all civic events has won 
for it an enviable reputation, and the business interests of the 
city are always glad to give the club in return any coopera- 
tion needed in carrying out their plans. 





BOSTON, MASS. 

Reported by Leonard B. Cornish, Publicity Chairman 

The plans of the June meeting of the Boston Display Men’s 
Club were changed completely. It was held June 12 at the 
restaurant of the Wm. Filene’s Sons Company, Boston. 

Business of the evening, following the dinner, was to elect 
new officers for 1929-1930. Mr. Frye, our present president, 
spoke on European displays, as he has recently returned from 
abroad. 

Our delegation for the convention was made up and the 
club gave them a farewell party. 





PHILADELPHIA 
Reported by T. Kenneth Harveson, Secretary 
The Philadelphia Display Guild is having some very in- 
teresting and educational meetings. President Emile Schmidt 
is conducting the meetings in a very able manner and giving 
(Continued on. page 80) 
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Thalhimer Bros., Richmond, Va., announce the appoint- 
ment of Harry Stone as display manager. Mr. Stone, who 
formerly held a similar position with Gimbel’s in New York, 
has just entered upon his new duties. 

For some time past, Roy O’Rorke, assistant display man- 
ager, has been acting display manager. He now resumes his 
regular position. Mr. Stone had been with Gimbel’s for eight 
years, coming to Thalhimer’s from that store. 

The display department at Thalhimer’s is being enlarged 
in keeping with the building program, which calls for the 
addition of considerably more window space with the opening 
of the store’s new annex within the next two or three months. 





I. E. Heckel, for the past eight years vice-president and 
sales manager of the Art Paint Poster Company, Chicago, and 
previous to that with the Ault & Wiborg Company, Chicago 
office, has been appointed in charge of display advertising 
and dealer helps for the Crosley Radio Corporation, Cin- 
cinnati, Ohio. 





John Stiff, who a short span back was display manager 
for the John Shillito Company, Cincinnati, has been filling a 
similar post for the J. Goldsmith & Sons Company, Memphis, 
Tenn., since January and is making a good record. Photo- 
graphs of his windows make it evident that they are executed 
with skill and artistically decorated. 





E. M. Dickerson, who has gained a nation-wide reputation 
for dexterity in handling men’s wear through the long list 
of prizes he has won in national contests as display manager 
for Silverwood’s, Los Angeles, Calif., has resigned his posi- 
tion with this firm. His future plans have not been an- 
nounced. 





Through an error the “Glowing Cheer” display at the base 
of the plate of illustrations on page 50 of the March DIS- 
PLAY WORLD was ascribed to Ray Martin, of the Con- 
solidated Gas Company, New York. The display was, in 
fact, the work of George E. Harris, director of window dis- 
plays for the Brooklyn Union Gas Company. 





Earl H. Furman, display manager, Caheen Bros., was re- 
cently appointed publicity director of the Birmingham Dis- 
play Club. 

Frank Fiala, of The Thompson-Belden Company, Omaha, 
Neb., has returned to his work after a week’s absence, due to 
a recent tonsil operation. 





On June 1, Floyd A. Ruthroff, formerly display manager 
for the Crews-Beggs Dry Goods Company, Pueblo, Colo., 
assumed charge of windows for Wetherby & Kayser, Los 
Angeles, Calif. He will have charge of displays in all of 
their stores, and, in addition, will supervise building opera- 
tions. 





Joseph H. Marshall and J. Duncan Williams, of the Wil- 
liams-Marshall Displays, Chicago have returned from a two 
weeks’ stay in the east, during which they visited New York. 
Philadelphia, Washington and Atlantic City contacting eastern 
accounts. They report that a nice amount of business for 
immediate and fall production was secured. To cope with 
the volume of work that they are now handling they are 
adding another room to their studio where a large window 
will be installed. This will enable installation of dummy 
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furniture displays. Two smaller windows will also be built, 
one large enough for apparel displays, and the other a shal- 
low space for drugs and sundries. 





Leonard B. Cornish, display manager of the Edison Elec- 
tric Illuminating Company, Boston, and Lou Goodstein, dis- 
play manager, Gilchrist Company, both members of the Bos- 
ton Display Men’s Club, were chosen judges for the window 
display contest held by the Manchester Chamber of Com- 
merce, of Manchester, N. H. Eighty-three merchants entered 
the contest and the judges awarded twenty-nine prizes. Cor- 
nish awarded the prizes to winners in the following groups: 
Electrical, hardware, grocery, confectionery, drug, jewelry 
and hair goods; Goodstein awarded the others such as, men’s 
wear, department, dry goods, millinery and shoes. The 
judges were well received and their decisions were final. 





Harry A. Bell has been made display manager for The 
Broadway, Los Angeles, Calif., replacing H. O. Peters, who 
recently resigned to become display manager for Barker Bros. 
Mr. Bell has been with the store for about six years, and, 
prior to that, was with Bullock’s. He has been acting as 
display manager since Mr. Peters’ resignation some weeks 
ago. 





George A. Smith, display counsel for the United States 
Rubber Company and other large eastern concerns, took a 
flying trip to Chicago late in February. “On a big deal” was 
his suggestive comment. 


Austin Kennedy, who was formerly with the Acorn Stores, 


Inc., of Weleetka, Okla., has gone with the Durant Mercan- 
tile Company, Durant, Okla. 





Harry Hoile is back in Birmingham, Ala., after a sojourn 
in Miami, Fla. 





A promotion that calls for greater activity as well as 
greater responsibility has just been conferred upon “Eddie” 
Edsell, display manager for Bond’s, Columbus, Ohio. Under 
the new arrangements he will now have charge of the win- 
dows of his firm’s store-at Dayton while continuing to trim 
the Columbus windows. 





Ralph W. Shea, display manager for the Stern & Mann 
Company, of Canton, Ohio, has resigned and is now con- 
nected with the window display department of the J. L. Hud- 
son Company, of Detroit. 


Stuart Bratesman, who has made a place for himself in 
the utility display field by his work as display chief for the 
new business division of the Providence Gas Company, Provi- 
dence, R. I., is now display manager for the gas division 
of the Queens Borough Gas & Electric Company, Far Rocka- 
way, N. Y. His new post gives him greater opportunity for 
development of his talents. 





Arthur J. Long has succeeded R. H. Brennan as display 
manager for A. Herz, Terre Haute, Ind. 





Walter A. Lilie formerly with the display department of 
Stix, Baer & Fuller, has been made display manager at 
Lane-Bryant. . ae 
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‘Opportunity Oxchange ” 


Mlen Wanted Positions Wanted Gor Sale W anted to Buy 








MR. DISPLAY MAN 


You’ll find it PROFITABLE to keep in touch with us! 
BUY DISPLAY i 
EXCHANGE SETTINGS USED 


of Every Description 


What can we sell you? 


What have you to sell? 


DISPLAY CLEARING CORPORATION 


16 West 30th Street 
New York 


Telephone 
Caledonia 9449 








WANT TO BUY 


Mannequins animated or other 
novelties of high-class nature 
only for leading Eastern Spe- 
cialty Shop; send photographs. 


Box “M. D.” 


Care DISPLAY WORLD 

















USED DISPLAYS WANTED 


We are in the market for used displays and decorations. 
We pay highest prices for Christmas decorations and 


mchanical pieces. 


Metropolitan Display Fixture Clearing House, Inc. 


Our NEW Address Is 
122 FIFTH AVENUE 
NEW YORK CITY 


Our New Telephone 
Number Is 


Telephone CHEL-sea 3272 


POSITION WANTED 
Experienced displayman; ten years 
with department stores; any type 
merchandise; age, 38; can come on 
short notice. Address “M. G.” 

Care DISPLAY WORLD 














SALESMEN 


With our line of small, attractive, yet low 
priced display fixtures, for both window 
and interior use, you can do a nice volume 
with an attractive profit, either as a main 
or side line. 


FORT SCOTT PLANING MILL, 
Fort Scott, Kansas 

















FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS.. Made of heavy fleece-lined 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 29, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 








DISPLAY NOVELTY 


Alligator Electric Lamps for win- 
dow display; a real stuffed alligator. 


JOS. FLEISCHMAN 
1105 . Franklin Tampa, Fla. 








SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. ‘Paid for itself 
many times over.” “Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 


WANTED—Display Men to sell window 
display fixtures on commission basis. 
Write for particulars. Artistic Wood 
Turning Works (established 35 years, 
originators of Wood Window Display Fix- 
tures, 515 N. Halsted St., Chicago, III. 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive propositio1i to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog “G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











USE THIS PAGE AS YOUR MARKET PLACE 


If you want to dispose of used display equipment, if you want to buy 
or trade, if you want a position, or if you need a displayman or card 
writer, a little ad here will get results for you. The cost is only $1.50 
per single column inch, cash with order. Forms for the July issue close 


Friday, July 12. 


DISPLAY WORLD = Advertising Department 


CINCINNATI, O. 
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WORLD June, 1920 


Westinghouse Opens Institute 
(Continued from page 75) 

the good fortune of the Kelvinator corporation, the pioneer in 
the field of domestic electric refrigeration, to continue the 
spirit of the “Diamond” and “Golden” jubilees, by having 
had silver selected for the color scheme of its display. While 
silver would properly represent a quarter century anniversary, 
domestic electric refrigeration, though progressing with 
amazing strides, is not yet that old, and the Kelvinator or- 
ganization, which brought it into existence, is this year cele- 
brating the fifteenth anniversary of its beginning.” 

“The Kelvinator display, which has been given a large and 
prominent position in the auditorium, will carry out its as- 
signed color scheme in silver and gray furnishings and deco- 
rations that will be pleasing in their simplicity. 

“The floor will be covered with a plain gray linoleum, 
beneath which, in a subfloor, all piping and fittings will be 
concealed. - In the background, silver-fluted columns will 
panel the silver gray tapestries surrounding the enclosure, 
and special wrought iron supports have been obtained for the 
canopy of silver gray. The entire scene, bathed by a battery 
of forty floodlights, will have the brilliance of midday. 


Display Club Chronicles 


‘(Continued from page 77) 
the members many very fine talks that are listened to with 
great interest by the numbers in attendance. 

Our plan is to have the guild as an educational affair, as 
well as one of good fellowship. We plan and have had at 
least one prominent man as a speaker or demonstrator at every 
meeting. Owing to the I. A. D. M. convention falling on the 
week of our regular meeting, which is the third Tuesday of 
the month, our next meeting will be held June 25, when we 
will have Giuseppe Donato, the famous sculptor, to give us 
a talk (he will tell of observations of Mussolini while he 
was modeling his portrait bust). On the side, Donato was a 
classmate of mine at the Academy and I think we are for- 
tunate in being able to have him with us at our next meeting. 

Although the new Strawbridge & Clothier store is in 
progress of building, Jerome Koerber still continues to create 
some very handsome windows, which usually draws a large 
crowd to admire them. 

Howard Kratz, at Wanamaker’s, exhibited some rare pieces 
of art in all the Wanamaker windows in conjunction with 
art week. The N. Snellenburg windows are creating quite 
an interest to the public, having a black velour background 
in semi-circle. S. H. Silk has been showing his series of 
windows on the dignified simplicity order. President Schmidt’s 
windows at Gimbel’s have attracted a great deal of attention; 
one of the most handsome June bride displays seen-for a long 
time was on view there. . 








INDIANAPOLIS, IND. 
Reported by A. Roeder, President 

The Indianapolis Display Men’s Club held its monthly 
meeting June 3 at the E. Davidson Art Studio. 

This meeting was a huge success, due to the fact that our 
Mr. Springer, Mr. Patton, Mr. Frazier and several others 
talked and gave lectures concerning the friendship and bene- 
fits that have been enjoyed by the members for the past year. 
The club entertained several new prospective members this 
last meeting, introducing our president and other officers of 
the organization. We enjoyed the company of six young men 
from Terre Haute. 





“We are working on the following contracts in Des Moines 
and nearby towns,” says W. J. Culbertson, of the Des Moines 
Window Display Service, “Coty, Country Club, White Rock, 
Raleigh Cigarettes, Pyrol,. Mennen, Flit, Chesterfield Cig- 
arettes, Valet Auto Strop, Melba, Tek Tooth Brushes, East- 
man Kodaks, Palm-Olive Soap. Clicquot Club, Wrigley 
Tooth Paste, White King Soap, Folger Coffee and Crane 
Lavatory displays. We also take care of a number of hard- 
ware stores, radio and spply stores.” 
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are and Beautiful New Effects 


Nickeloid Metallic, Chromaloid Metallic, Brassoid Metallic 
and Copperoid Metallic Offer Amazing and Spectacular 


Possibilities for Windows and Interior Decoration. 





Copperoid metal organ effect, cylinders from 7 ft. to 2 ft. long, and from 12 in. to 6 in. diameter, length over all 20 ft., drop 

8 ft., can be used reverse for window display. Metal calla-lilies of Nickeloid conceal loud speakers. Display used in con- 

nection with organ recital music by Victrola, in Joseph Horne Co., Pittsburgh, Carl Goettman, Display Manager. Metal work 
by J. Waring Carpenter, the Seiferth Studios, Pittsburgh. 


Nickeloid Metallic, Brassoid Metallic, Copperoid Metallic and Chromaloid Metallic carry a high lustre, can be 
readily repolished, and give the effect of highly polished Nickel, Brass, Copper and Chromium. 


The rare beauty of these metals really defies description. Combinations with other mediums, strips for trim, 
sheets in almost any form and shape, inserts—the field is limitless for fixtures, window display units, back- 
grounds, novelty settings, valances, floor mats and hangers. With lights and color displays, some of the effects 
are amazing and spectacular. 


The use of metals in display has always been recognized as possessing great possibilities, but in most cases has 
been very limited on account of prohibitive prices and difficulty of obtaining highly polished sheets of suffi- 
cient size. American Nickeloid Metallics are solving this problem. 


The greatest charm of the displays made from Nickeloid, 
Chromaloid, Brassoid and Copperoid is the result of a 


American Nickeloid Company | smc sort Tans ato 
PERU, ILLINOIS, U. S. A. 


Convention—or if you will write to Thomas D. Good- 
(Decorative Metals Department) win & Company, 1404 Keenan Building, Pittsburgh, 
Pennsylvania (who are supervising the promotion and 

Representatives Are Located at publicity of these metals for decorative purposes) they 
Chicago, Cincinnati, Cleveland, Pittsburgh, will send you photographs or refer you to actual dis- 


Detroit, New York and Toronto i ibiliti 
Your inquiry will be referred to the office in touch with your 3 plays that will reveal to you the wonderful possibilities 
district. § of this new medium. 


These Remarkable Metallics Made by 




















Spring and Easter Display with Background of Ruscus Hedge, Blossom and Ivy Sprays, by Mr. M. H. 
for The Killian Company, Cedar Rapids, Iowa 


cA (ordial “Welcome 


awaits you at the I. A. D. M. Convention, June 17th to 20th, in Chicago, where we 
are preparing an unusual treat for you at both our display in the Stevens Hotel and. 
our showroom at 319-327 W. Van Buren Street, only a few blocks from the hotel. 





ee 





REMEMBER our monthly contest for the Best Floral Window Display. Contest ends on the 
last day of each month, and the winner of the prize, a gold wrist watch, will bé announced the 


following month. Please mail your photographs early and describe display briefly and clearly. 
Everybody invited to participate. , 
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